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In the world of modern society families are effected by various factors that bring 
changes into their lifestyle. Nowadays parents face a lot of challenges to combine work 
with caring. As a result, parents are pressured for time and seek for alternatives to be 
able to arrange children matters in the way that best suits the whole family. Family 
lifestyle can tell a lot about preferences, tastes, needs and values a family has.  
 
The purpose of this qualitative research is to determine what needs and wants families 
living in Helsinki Metropolitan area have in terms of children celebrations. In this 
study, a nuclear family is viewed as a prime target market for services and products in 
event industry.  
 
Theoretical basis for this research was collected through literature review; both printed 
and electronic sources were used in order to get a better picture of all the research 
areas including marketing research, event industry globally and in Finland, family as a 
target market. Moreover, descriptions of major companies that specialize in children 
celebrations in Helsinki Metropolitan area are presented in this research. In the 
empirical part, information was gathered through personal interviews with parents of 
fifteen families. 
 
The main research question of this study is: what needs and wants families living in 
Helsinki Metropolitan area have for children celebrations? Three supportive questions 
are set in order to get a wider picture of the subject. Firslty, what traditions families 
have in terms of children celebrations? Secondly, how aware families are about 
companies that offer services and facilities for kids´ parties in Helsinki Metropolitan 
area? Thirdly, what experiences families have in organizing home parties for their 
children as well as having celebrations organized by a company.  
 
According to results of this research, families have different needs and wants 
depending on their lifestyle, cultural and environmental factors. However, there are 
four major aspects that families expressed a need for: fresh air celebrations, safe and 
healthy celebrations, celebration packages and celebration themes.  
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1 Introduction 
Life is like a photo album, full of images from the past; images that hold memories of 
good and bad times, happiness and sadness. Memories are in people´s heads forever; 
they bring us back to those unforgettable experiences and make us remember special 
moments of our lives. Those images make our lives fuller, brighter and more colourful. 
Memories from early childhood are, on the one hand, easy to forget and, on the other, 
easy to remember when they are based on strong emotions.  
 
I have always been one of those people who tries to enrich life with memorable mo-
ments by organizing special events, making surprises and throwing parties. I grew up in 
a place where qualitative and fun time with family members and friends was a key fac-
tor to be happy no matter how difficult life might seem. Despite all the hard times, my 
own childhood was full of birthday celebrations, New Year parties, outdoor adven-
tures, theatre performances and fun games.  
 
Nowadays, busy lifestyle, social pressure, rush hours, tight timetables, stress and too 
much technology distract us, adults, from most important things in our lives. Simple 
things like bed stories, lullabies, birthday cards, picnics and celebrations are more and 
more often replaced by computer games, Internet, TV programs, various technological 
devices and electronic cards. 
 
1.1 Purpose of the study 
Setting up an event company in Helsinki Metropolitan area has been one of my goals 
for several years now. I want my future career to be directly connected with creation of 
beautiful and special memories for families. I want to be able to share my both person-
al and professional experience in organizing celebrations for children. However, in the 
world of high competition and fast technological growth one has to be fully prepared 
to work hard towards their goals. Start-up businesses need information about their 
industries, competitors, potential customers, and reactions to new market offers. (Ko-
tler, P. & Armstrong, G. 2006, 36-45) Therefore, I have decided to carry out this con-
sumer research to find out answers to several questions that I have set up.  
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The purpose of this bachelor thesis is to investigate what needs and wants families liv-
ing in Helsinki Metropolitan area have for organizing children celebrations. The an-
swers to that question will help me to design market offerings that will satisfy these 
needs and wants. In other words, with this study I plan to investigate if there are un-
met needs and wants among families with children in concern of organizing children´s 
celebrations of different types. In addition, I want to find out how aware families with 
children are about existing companies who provide facilities and services to organize 
celebrations for children. 
 
It is important to mention it here that this study is a part of a marketing research which 
is planned to be carried out in future. Therefore, this study does not cover competitor 
analysis nor does it include SWOT analysis. This is a consumer research where the core 
subject is a customer. 
 
1.2 The structure of the study 
This thesis is divided into six main parts that are logically linked together. These parts 
are: introduction, theoretical background, methodology, research results, discussion 
and conclusion. 
 
Introduction part gives background information on author´s motivations and reasons 
to conduct this study. It indicates what the main purpose of the study is and explains 
the reasons why this particular topic was chosen. Research question and supportive 
research questions are also presented in introduction part. The scope and the structure 
of the study are as well included in introduction.  
 
Theoretical part focuses on what had been done before and may directly contribute to 
this study. Theory works as a basis for a research in a way that it provides proved theo-
ries, ideas, terminology; gives definitions and helps the researcher to address questions 
like why and how. In other words, theory links the researcher with the knowledge that 
already exists on the subject. Theoretical part of this study gives thorough explanations 
about core subjects like marketing research, event industry and an event. It covers the 
most exciting aspects of event industry and gives explanations why event industry is 
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booming at the moment. Moreover, it has a closer look at event industry in Helsinki 
region, giving information about newest trends and influences. In addition to that, 
companies like HopLop, Megazone and Huimala are presented as examples of major 
field operators in event industry for children in Helsinki Metropolitan area. 
 
Methodology chapter introduces the methods that were used to collect relevant data. 
In case of this particular thesis, qualitative method was chosen to gather information in 
order to find answers to research questions. Personal interviews with families work as 
major tools to get information. Design of personal interviews as well as purposes, 
types, advantages and disadvantages are described in the empirical part. Moreover, a lot 
of attention is paid to data analysis and the reasons why it should be handled carefully. 
Validity, reliability and research ethics are also drawn in this part. 
 
Main findings of this study are presented in research results chapter. There are four 
categories of results: children celebrations among families living in Helsinki Metropoli-
tan area, customer awareness, customer experience and customer needs and wants.  
 
Discussion part presents interpretation of results based on the theory and results of 
this research. In addition to that, the author gives suggestions for future research on a 
subject. Finally, conclusions are drawn at the end of thesis. 
 
1.3 The scope of the study 
The main goal of this chapter is to outline parameters in which this study is going to 
operate. In other words, the topic of the research is going to be specified and narrowed 
in order to be certain in finding answers to research questions. 
 
The area of a marketing research is wide. It covers a numerous amount of things that 
build up a marketing sector in business; customer relationship management, distribu-
tion channels, marketing mix, differentiation and positioning are just to name a few. 
Marketing research needs not only big money investments but also time, personal ef-
fort, dedication and commitment.  
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Within the limitations of bachelor thesis the researcher concentrates on specific areas 
of a marketing research which are viewed as the most valuable at the moment. Cus-
tomer sector is of the major focus for this study.  
 
1.4 Research questions 
The main research question of this study is: What needs and wants families living in 
Metropolitan area have for organizing children celebrations. To answer this question 
several supportive questions should be considered as well.  
 
Firstly, what traditions families living in Helsinki Metropolitan area have in concern of 
children celebrations? Specifically, it is important to find what children celebrations are 
recognized among families; how often these celebrations are held; where and how par-
ents prepare for such parties.  
 
Secondly, the researcher wants to investigate how aware parents are of companies that 
specialize in children celebrations. Names of companies and organizations that provide 
services and facilities for children celebrations are gathered for this purpose.  
 
Thirdly, for the purposes of this research, it is considered important to discover what 
experiences families have in organizing home parties for kids as well as having celebra-
tions planned and administrated by a company. Here, parents´ thoughts, ideas, opin-
ions and memories were collected.  
 
 Based on the findings of this study, the researcher wants to be able to design market 
offerings such as services, products and experiences for families with children to satisfy 
their needs and wants.  
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2 Theoretical part 
2.1 Marketing research  
This part of the study focuses on marketing research. The reason why the researcher 
decided to start theoretical part by presenting ideas, theories and definitions of market-
ing research is because this study is considered as an important part of a marketing 
research, which is planned to be fully conducted in future. Therefore, to get a better 
picture of what marketing research is the researcher decided to look at different under-
standings of the term. Moreover, the reasons why marketing research is important 
nowadays and why companies invest money and time in it are presented in this chap-
ter. 
 
Solomon, Marshall and Stuart (2008, 9-11) refer marketing research to the process of col-
lecting, analysing, and interpreting data about customers, competitors, and the business 
environment to improve marketing effectiveness. According to that definition, the 
scope of marketing research is very broad and needs a lot of time, effort and money 
investments. As it was mentioned earlier in this chapter, this study is a part of a mar-
keting research and focuses mainly on gathering data about customers. 
 
Parasuraman, Grewal and Krishnan (2004) view marketing research as the function which 
links consumer, customer, and public to the marketer through information. The au-
thors explain that data collected by the means of marketing research is used in many 
ways: it helps to define and identify marketing opportunities and problems; generate, 
refine, and evaluate marketing actions; monitor marketing performance; and improve 
understanding of marketing as a process. What I find interesting in that statement is 
how practical it sounds. Marketing research is indeed a very practical and useful tool to 
use information as a bridge between customers and companies. Among all the roles 
that marketing research has according to Parasuraman et al. (2004), identifying market-
ing opportunities is the one that mostly fits into the framework of this study. 
 
Nevertheless, the researcher decided to have a closer look at other reasons why mar-
keting research is of such a great importance nowadays. 
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Malhotra and Birks (2006, 9-22) identified several reasons why marketing research 
plays an important role for business operators. Firstly, the authors point out that mar-
keting research is essential for designing and implementing successful marketing plans. 
Secondly, with the help of marketing research it is easier to evaluate success and failure 
of marketing decision-making process. Moreover, marketing research supports the na-
ture and scope of target markets and helps to evaluate marketing mix variables. In ad-
dition, marketing research is used to find best methods to collect necessary infor-
mation; it also helps to manage and implement data collection process, analyse the re-
sults and communicate the findings and their implications (Malhotra & Birks 2006, 9-
22). 
 
All the reasons, mentioned by Malhotra and Birks (2006, 9-22) why marketing research 
is important and beneficial make it clear why companies spend that much money, time 
and effort on marketing nowadays. It made it clear for me that marketing research is a 
tool that is able to perform multiple tasks using various methods that are found suita-
ble individually for one purpose or another. 
 
Since this study focuses mainly on customer: their level of satisfaction; their needs and 
wants, a decision to find out how marketing research can be used in obtaining that sort 
of data was made. According to Armstrong and Kotler (2009, 133-157) marketing re-
search gives insights into customer motivations, purchase behaviour and satisfaction. 
Market share and market potential as well may be assessed with the help of marketing 
research. Moreover, the effectiveness of pricing, product, distribution and promotion 
activities can be measured by marketing research (Armstrong and Kotler 2009, 133-
157). That proves the fact that marketing research is indeed one of the best ways to 
find out how low/high the level of customer satisfaction is, if there are any unmet 
needs and wishes, and what could be done to improve the level of customer satisfac-
tion. In addition to that, with the help of marketing research it is possible to predict if 
there is any market potential for new offerings.  
 
This research can be followed by even deeper study to investigate more about events 
industry in Helsinki area. This idea found its support with Malhotra and Birsk (2006, 
19-20), who say that with the help of deep marketing research it is easier to remove 
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uncertainty in decision-making process by providing necessary information about mar-
keting variables, environment and customers. The authors find it important to note 
that marketing research does not guarantee a success. Therefore, researchers must be 
realistic about the findings to be able to make right decisions for marketing plans in 
future. Moreover, marketing research does not make any decisions. However, what a 
marketing research does is support decision-making process by providing necessary 
and useful information. (Malhotra & Birsk 2006, 9-22) 
 
Another important role of a marketing research is to identify marketing opportunities 
and constraints, which is of a great benefit for developing marketing strategies in future 
(Parasuraman et al. 2004). A number of firms entering new markets is growing con-
stantly. It is nowadays when competition is at its highest bringing challenges for many 
newcomers. As Solomon, Marshall and Stuart (2009, 107-113) state knowledge is pow-
er. Today, information is the fuel that runs the marketing engine. Whenever a company 
decides to introduce a new product/service or enter into new market area with already 
existing products, knowledge is of a key element. It is hard to disagree with that state-
ment. The researcher personally believes that the power of knowledge is enormous no 
matter what field of operation one is in. Companies try to gather information about 
potential competitors, their strengths and weaknesses; the level of customer satisfac-
tion with current offerings on the market; any unmet customer needs.  
 
However, it is crucial to realize that only accurate and relevant information helps mar-
keters and managers to make good decisions. Up-to-date knowledge keeps one on 
track of what is going on in the world, what the currents trends are, what the future 
trends are to be, what is no longer trendy and so on. Therefore, a lot of effort and at-
tention must be paid to data collection process and analysis.  
 
As it was mentioned above the scope of marketing research is rather broad, where a 
wide range of various methods are used. Some researchers choose in-depth interviews 
with small samples; others decide to use well-structured surveys with large samples. In 
addition to those methods, distant customer observations and direct interactions with 
customers are widely used by marketers to collect necessary information. Research 
method that was chosen for this study is interviewing. In research design chapter the 
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researcher opens up the topic of research methods explaining the reasons why inter-
viewing was chosen for this study. 
 
It is interesting to notice that the role of marketing research has changed in some as-
pect. Previously, assessing information needs and providing information were major 
responsibilities of market researchers; while marketing decisions were mostly made by 
managers. However, nowadays, there has been a tendency in showing more interest in 
marketing research process by managers and more involvement in decision-making 
process by the researchers (Malhotra and Birsk 2006, 9-22). Here, marketing research pro-
cess is defined as a set of six steps which underline important tasks to be fulfilled in 
conducting a marketing research. The process of marketing research starts with prob-
lem definition and follows by research approach development. Research design devel-
opment is the next step, after which fieldwork or data collection is carried out. Data 
preparation and analysis follow the process. The final step is to write a report and pre-
sent the results of the whole process. 
 
To summarize the role of marketing research, it can be stated that it is much more than 
a set of techniques that are used for data collection. It´s role is essential in strategic 
market planning and decision making. Marketing research is often seen as a direct link 
between marketing decision makers and the markets in which they operate (Parasura-
man et al. 2004). 
 
2.2 Customer needs and wants 
According to Armstrong and Kotler (2009, 38), the purposes of marketing have 
changed from “telling and selling” to satisfying customer needs. In other words, mar-
keters should focus on obtaining information about what customers need and want, 
find solutions to satisfy these needs and wants with the help of marketing mix tools 
and as a result build strong customer relationships (Armstrong & Kotler 2009, 38).  
 
Schiffman, Kanuk and Hansen (2007, 105) define two categories of needs: innate (pri-
mary) needs and acquired (secondary) needs. Innate needs include the needs for food, 
water, air, clothing, warmth and shelter. These are needed to sustain biogenic life and 
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therefore they are known as primary needs. According to Schiffman, Kanuk and Han-
sen (2007, 105), acquired needs are learnt by people in response to their culture and 
environment. These needs are known as secondary and include needs for self-esteem, 
prestige, affection, power and learning. However, Armstrong and Kotler (2009, 38) 
argue that needs are not created by marketers explaining that they are a basic part of 
human make-up. The authors explain that human needs become wants when they are 
shaped by culture and individual personality.  
 
Maslow’s hierarchy-of-needs theory proposes five levels of human needs: physiological 
needs, safety needs, social needs, egoistic needs and self-actualisation needs (Schiffman 
et al. 2007, 122-125). According to this theory, physiological needs are dominant when 
they are unsatisfied; they are biogenic human needs that are at the basis of all the other 
levels of needs. Safety and security needs level comes next with social needs level fol-
lowing. Ego needs including prestige, status and self-esteem come on top of social 
needs level with self-actualisation level being at the top of all the needs. For clarity, 
higher-order needs become the driving force behind human behaviour as lower-level 
needs are satisfied (Schiffman et al. 2007, 123). 
 
As it was already said, marketing means building strong and profitable customer rela-
tionships. However, it is a long process that takes time and needs a lot of work. It is a 
logical sequence of stages that depend on each other. According to Armstrong and 
Kotler (2009, 38-39), this process starts with searching for buyers and continues with 
identifying their needs and wants. As long as a target group is chosen and their needs 
and wants are identified, market offerings should be designed. After that, a prod-
uct/service is promoted at a certain price and then is stored and delivered to a custom-
er.  
 
Most human needs are hardly ever fully satisfied (Schiffman, et al. 2007, 113). As a re-
sult, these needs impel actions that increase or maintain the level of satisfaction. In 
many cases, people constantly seek for companionship and approval from others to 
satisfy their social needs. The authors also point out that it is natural for people to 
strive harder and reach new goals in careers when a need for power is not completely 
satisfied. As a matter of fact, needs and goals change and grow in response to an indi-
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vidual´s physical condition, environment, experiences from the past, interactions with 
others. (Schiffman et al. 2007, 105-117) New and higher needs appear as soon as old 
ones become satisfied.  
 
2.3 Family as a target market 
Since a family is the core subject of this study, it is necessary to give definitions and 
explanations for a better understanding of a family structure, major functions of the 
family as well as family decision-making and consumption-related roles. For the pur-
poses of this research, it is important to find out what are the reasons why a family is 
considered as a prime target market for various products and services. 
 
This chapter begins with a definition of a target market. Solomon, Marshal and Stuart 
(2008, 592) define a target market as the target segments that a company is focusing its 
marketing plans on and directing its marketing efforts to.  
 
A family is defined as two or more persons related by blood, marriage or adoption who 
reside together (Schiffman et al. 2007, 328-329). There are different types of families: 
nuclear family, extended family and single-parent family. Despite the fact that families 
are different in types, Schiffman, Kanuk and Hansen (2007, 329) point out that the 
function of a family stays the same for each of the category. To specify, the socializa-
tion of family members is central family function which is aimed at imparting to chil-
dren basic values and modes of behavior that are acceptable within the culture. This 
process includes religious and moral principles, dress and grooming standards, man-
ners, speech, selection of education and career goals. However, in the world of high 
competition, hectic schedules and lack of time parental socialization responsibilities get 
higher. (Schiffman et al. 2007, 329) 
 
 An interesting point is mentioned by Schiffman, Kanuk and Hansen (2007, 328-342) 
about new challenges that parents face nowadays. According to the authors, parental 
socializations responsibility expands constantly causing pressures for both parents and 
children to “advantage and “keep ahead” in a demanding environment that children 
are put into today. Therefore, marketers should be aware of new emerging needs and 
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demands that families nowadays have to be able to design products, services and other 
market offerings to satisfy these needs (Schiffman et al. 2007, 328-342). 
 
As a matter of fact, children acquire skills, knowledge, attitudes and experiences that 
are necessary to function as a consumer through observation of their parents and older 
siblings. This process is known as consumer socialization of children (Schiffman et al. 
2007, 329-330). Another interesting fact about family functions is that the role of chil-
dren in family decision-making process has been expanding over the past several dec-
ades (Schiffman et al. 2007, 329-332). Solomon, Bamossy and Askegaard (2009, 361-
362) share the same opinion by noticing that nowadays children play important roles in 
family consumer decision-making process gaining more responsibilities as consumers 
in their own right. Among top items that children have influence on family purchases 
are food, places to go out and electronic devices. However, it is important to remem-
ber that family´s decision-making style depends in most cases on cultural and envi-
ronmental factors as well as family´s lifestyle (Schiffman et al. 2007, 328-342).  Solo-
mon, Marshal and Stuart (2008, 154) believe that family lifestyle determines how peo-
ple spend time, money and energy; it reflects what values, preferences and tastes a par-
ticular family has. Therefore, in order to be able to design products and services that 
will satisfy the needs of families, marketing strategies should be developed to group 
these families into market segments based on similarities in lifestyle. (Solomon et al. 
2008, 154) 
 
As it was already mentioned earlier in this chapter, children learn about consumption 
by watching their parents´ behavior and imitating it. This model is facilitated by mar-
keters who transfer products and services for adults into child versions (Solomon et al. 
2009, 361-362). As a result, a family can be considered as the prime target market for 
many products, services and other market offerings.  
 
2.4 Event industry 
Event industry is an interesting subject for a research due to many reasons. A lot of 
books have been written recently on event management, successful event planning, 
event coordination, and risk management providing a lot of useful information about 
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the insights of the industry for both students and professionals. A great number of 
articles appear in magazines and journals telling about new trends in event industry, 
hints how to set up an event company, what is no longer in vogue among customers 
and so on. Internet offers a huge amount of information on almost anything that is 
linked with event industry; from planning, managing and marketing to trends and sta-
tistics. 
 
Event industry has grown from a subset of administrative duties and creative individu-
als into a full-fledged profession that is practiced all over the world nowadays (Ruther-
ford Silvers & CSEP 2004). Event industry is a complex field of operation where peo-
ple come together to create, operate and participate in an experience.  As Rutherford 
Silvers and CSEP (2004) mention, creating and operating an event is hardly ever an 
easy task. It requires a lot of time, well-organized coordination, strong team work spir-
it, a lot of field expertise, deep knowledge and experience. However, the authors add 
that creating an event is always rewarding in emotional, spiritual and economical ways.  
 
To talk about event industry is hard without understanding what an event itself means.  
An event is an experience, carefully crafted to deliver an impression on a person in at-
tendance (Rutherford Silvers & CSEP 2004). Any type of an event is organized for a 
specific reason. Each event has its purpose depending on whether it is private, public, 
commercial, charitable, celebratory or commemorative. However, all events are aimed 
to get people together to share an experience and produce a measurable outcome. It is 
hard to disagree with Rutherford Silver and CSEP (2004) that it is a job of professional 
event coordinators to make customers´ dreams come true.  
 
According to www.ebslondon.ac.uk, events can be divided into several types:  
− Business: conferences, exhibitions, product launches, award ceremonies and 
management trainings. 
− Personal: parties, weddings and anniversaries. 
− Sport: The Olympic Games, World and Regional Cups, Commonwealth games, 
motor racing, tournaments (tennis, rugby, football, polo) and horse racing. 
− Entertainment: festivals (film/music), concerts, gallery openings, fashion shows 
and award ceremonies. 
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Putting together an amazing event is a creative process (Wolf & Wolf 2005). However, 
the authors point out that before holding any kind of event, a set of practical steps has 
to be completed. Wolf and Wolf (2005) determined those steps as event elements and 
called them 5 Ws and How. In my research I decided to have a closer look at what 
those steps are and why they are important for setting up an event.  
 
-Who are your guests? It is the first question that needs a lot of planning before putting 
together any kind of event. In other words, a particular target group has to be identi-
fied for an event. Aspects like age group, couples or singles, families, number of guests, 
mostly men or women; are important to consider before the actual event takes place 
(Wolf & Wolf 2005). The authors indicate that knowing the audience helps in many 
ways from décor and entertainment to location and timing of the event. 
 
-What is your event? It is another important question that is worth thorough thinking and 
planning. According to Wolf and Wolf (2005), knowing the type of the event will help 
organizers to shape how to plan and design it. Whether it is a social, family or corpo-
rate event; each of them has to be planned according to its type. 
 
-When is your event?  This question may bring sometimes challenges to give an answer 
right away (Wolf & Wolf 2005). However, it is essential to get an answer to this ques-
tion as soon as possible due to the reasons that they will affect everything from enter-
tainment to décor of the event. Time of the year, the day of the week and the time of 
the day are important aspects that have to be planned carefully. 
 
-Where is your event? As Wolf and Wolf (2005) point out, to give an answer to this ques-
tion may be as challenging as the previous one. According to the authors, it is normal 
and usually it is a part of production timeline. However, even if the certain location of 
the event has not been determined yet, several things have to be considered before 
searching for a place to put an event together. Among those things are, for instance, 
indoor or outdoor space, services offered, capacity and availability. 
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-Why is this event happening? Answering this question helps event organizers to determine 
the purpose of the events, which gives directions on how to spend the budget (Wolf & 
Wolf 2005). Moreover, the authors emphasize that knowing the reasons why a particu-
lar even is happening helps to make difficult decisions and choices.  
 
-How much money is in the budget? According to Wolf and Wolf (2005), for most event 
planners determining a budget can be the hardest part of the whole process, since it 
might be difficult to estimate what things cost. However, it is important to recognize 
how much the maximum spend can be in order to be able to plan within the limits of 
the budget.  
 
According to Wolf and Wolf (2005), the process of planning an event includes many 
more questions that have to be answered and decisions that have to be made. After 
having answered the five Ws and How questions it is easier to visualize an event and 
concentrate on smaller details.  
 
As it was already mentioned an event is an experience. What is an experience then and 
how does it differ from a good or a service? As Phine II and Gilmore (1998, 98-100) 
state experiences are nowadays distinct economic offerings that are more and more 
desired by customers. Therefore, businesses all over the world respond to those desires 
by designing and promoting new experiences. Phine II and Gilmore (1998, 98-100) 
suggest that one of the biggest differences between economic offerings is that com-
modities are fungible, goods are tangible, services are intangible and experiences are 
memorable.  
 
As a matter of fact, experience has become a common superlative as a substitute for 
service in the hope for extra sale (Tarssanen & Kylänen 2009, 8). According to Phine 
II and Gilmore (1998, 98-99) an experience occurs when services are used as the stage 
and goods as props to engage individual customers in a way that creates a memorable 
event. The authors point out that while economic offerings like goods, commodities 
and services are external to the buyer, experiences are personal and exist in minds of 
individuals who has been engaged on an emotional, physical, intellectual and even spir-
itual levels. In addition to that, Tarssanen and Kylänen (2009, 8-9) claim that while ser-
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vice is all about what is delivered to the customer, in experience design the most im-
portant thing is to concentrate on how the guest is met. In fact, experiences, like goods 
and services, have their own characteristics and distinct qualities (Phine II & Gilmore 
1998, 98-101).  
 
According to Phine II & Gilmore (1998, 98-101), experience can be divided into four 
major categories: 
− Entertainment is a category that includes events where customers´ participation 
in more passive than active. Examples of such events are concerts, theatre per-
formances, operas. 
− Educational events have some level of customers´ engagement. However, par-
ticipants are still more outside the event than immersed in the action. Events of 
this category are ski lessons, wine classes. 
− Escapist experiences are the same as educational and entertainment events in 
terms of amusement and learning experience. However, those kinds of events 
involve greater customer immersion and active participation. Acting in a play, 
participating in a dance performance and competing in a tournament are exam-
ples of this category.  
− Esthetic category includes events that involve customer participation and activi-
ty as in the third category. However, participants of the event have little or no 
effect on the event itself. Art gallery visits can be classified under this category. 
 
Experiences like good and services, they have to meet customers´ needs, they have to 
be delivered and they simply have to work. Moreover, experiences derive from a com-
plex process of exploration, scripting, and staging-capabilities that field operator need 
to pay more attention to (Phine II & Gilmore 1998, 101-103). 
 
To get a better picture of event industry, the researcher decided to present several 
trends that are growing nowadays. Moreover, examples of events are given within each 
trend. It is essential to notice that it was hard to find books relevant to this subject. 
Therefore, Internet was the major source of information for this part of thesis. 
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One of the latest trends in event industry has been experience events. Those kinds of 
events are focused on customers´ engagement on different levels. Levels of experience 
can, in fact, be separated by in several categories: motivational, physical, intellectual, 
emotional and mental (Tarssanen & Kylänen 2009, 15-16).  
 
Nowadays, fashion shows, music concerts and art exhibitions are among those events 
that are familiar, on some level, predictable for the audience. On the contrary, experi-
ence events are aimed to engage customers in personal, memorable way. (Phine II & 
Gilmore 1998, 102-103) 
 
Below several examples of experience events are presented. These events are held all 
around the globe and attract hundreds of customers to get that unique experience by 
getting engaged on different levels. 
 
− A wedding in weightlessness is a unique event organized by the ZERO-G Ex-
perience. It is a once-in-a-lifetime experience that allows customers to float, flip 
and sore as if they were in space. 
− “Tomorrowland” music festival held in Brussels in 2012 is a remarkable and 
unique mega event that gathered visitors from all over the globe to experience 
unforgettable sensation of house music. 
−  Dinner in the Sky is a unique event that is mainly targeting people who are 
seeking for unforgettable experience. 
 
Another growing trend in events industry has been pop up events. Pop ups are tempo-
rary happenings that may range from small to large, cool to rubbish, sublime to ridicu-
lous projects. Here-today-and-gone-tomorrow is one of the major pop-up events´ con-
cepts which explains why those projects usually have a short life span. The choice of 
location, venue, interior design, marketing approach and level of exclusivity are all im-
portant aspects for setting up a pop-up event. (popupculture.co.uk) 
 
Thousands of pop-up events have opened in the UK and beyond over the past few 
years. There have been pop-up shops, bars, restaurants, gardens, galleries, cinemas, and 
gigs. 
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Themed events have also been a booming trend for the past resent years. According to 
Phine II and Gilmore (1998, 102-103), one of the most crucial steps in staging an expe-
rience is to envision a well-defined theme. It is hard to disagree with the authors that 
an effective theme is concise and compelling. All the design elements from table deco-
rations and entrance hall to music and food have to be driven by the theme. In that 
way a customer is fully captivated by one unified story line (Phine II & Gilmore 1998, 
102-103). Among top party themes are: Martini Theme Party, Las Vegas Casino Night, 
Masquerade Ball, Black and White Party, Mexican Fiesta, Winter Wonderland and 
Wine Tasting Party. 
 
In case of this study, the researcher mainly focused on events for children with person-
al children celebration in particular. Therefore, it was considered important to have a 
closer look at what event industry has to offer for the younger generation nowadays. 
Moreover, in was interesting to find out about trends, packages and other information 
about events for children.  
 
Nowadays, the Internet is full of information on how to organize an ideal celebration 
for children, giving parents many options on where, how, at what cost and scale to 
organize a party. There is a great number of companies who offer services in organiz-
ing food, venue, theme, style, entertainment and decorations. The only thing that par-
ents have to do is to choose what suits them best and make an order. It is obvious, that 
ready-made packages, where everything is already planned and put together, have be-
come popular in events industry for children.  
 
Needless to say, time pressure is emerging in a modern society, bringing stress and var-
ious diseases into people´s lives.  In most cases, it is linked to changes in working life, 
with longer work hours and faster work pace. Today, both parents must combine 
working with caring, which is stressful due to busy lifestyle. In today´s society, parents 
face the challenges of how to balance working with parenting and how to arrange child 
care that are best for both the parent and the child (Shahla & Chehrazi 1990). Working 
parents are often under considerable stress from multiple cases, including economic 
need and job pressures. That usually leads to a situation where parents are pressured 
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for time and may feel torn between their career and a wish to spend more time with 
their children (Shahla & Chehrazi 1990). As a result, ready packages are gaining more 
popularity and became a big part of a family lifestyle.  
 
It is interesting to learn that celebrations for children have their own trends as well as 
adults parties have. According to www.parentingclan.com, one of the biggest trends for 
kids´ celebrations has been green parties. This means that more and more celebrations 
will be organized in an environmental responsible manner. There are numerous things 
that families can do together to reduce the amount of garbage and recycle waste while 
organizing a celebration for their children.  
 
Along with green celebrations trend comes a healthy food and treats trend. Parents 
become more conscious about what their children eat at parties, especially those who 
have allergies to various food items. Therefore, more healthy foods and snacks are put 
on kids´ plates during the celebration. Junk food is being replaced by attractive and 
delicious foods. Moreover, attention is paid to organic and homemade foods and 
drinks. (www.parentingclan.com) 
 
2.4.1 Events in Finland 
Finland offers a great variety of different events for both the residents and tourists 
throughout the year. According to www.visitfinland.com, in concern of event industry 
Finland is well known for the craziest summer activities, the one and only Santa Claus, 
ice swimming activities, winter sports and music festivals. As a matter of fact, Finland 
is a perfect place to go for festivals. From numerous rock, folk, jazz and opera festivals 
to chamber music and theatre events, there is always a party going on.  
 
In addition to that, Finland is famous for its sports competitions, fairs, conferences 
and film festivals. Great examples of those events are: Finlandia Trophy International 
Figure Skating Competition, The Carnival of Light in Helsinki, Tampere Film Festival, 
Lahti Ski Games, national and International Ice Hockey Games. (www.finland.fi) 
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Moreover, Finland has gained popularity with crazy and fun events that are mainly 
aimed at having fun and entertainment. A list of such events includes Air Guitar World 
Championships, Wife carrying World Championships, Mobile Phone Throwing World 
Championships and so on.  
 
 However, new trends in event industry are stepping in bringing new experiences for 
the customers. Experience events have been of a major focus in Finland for the past 
years. A great example of experience events carried out in Finland is Dinner in the Sky 
event. 
 
2.4.2 Events in Helsinki Metropolitan Area 
In this chapter general information about events industry in Helsinki Metropolitan area 
is presented giving insights on what Helsinki region has to offer its residents and visi-
tors throughout the year. It is important to notice that this part of the research covers 
up activities and celebrations that are mainly organized by government authorities, not 
private operators. Information about companies who organize special events and cele-
brations in Helsinki Metropolitan area is given in the next chapter. 
 
To begin with, it is necessary to explain what Helsinki Metropolitan area means. As it is 
mentioned in www.baltcica.org, Helsinki Metropolitan area consists of four cities: Hel-
sinki, Espoo, Vantaa and Kauniainen. All the four cities are situated close to each other 
making it one big region. It has the largest concentration of people in whole Finland, 
which is about one million people.  
 
According to www.visithelsinki.fi, there is plenty to do, see and experience in Helsinki 
region throughout the year. Different exhibitions, celebrations, theatrical performanc-
es, festivals and musicals are organized for both young and adult audiences. Among 
them are: midsummer celebration, Helsinki festival, Night of the Arts, Finnish Fire-
work Championship, Carnival of Light, Christmas Parade, 1st of May celebration and 
so on. Moreover, trade fares, shows and events held in Helsinki Messukeskus and Ex-
hibition and Convention Center have gained their popularity for the last decades bring-
ing many visitors to the capital of Finland. Summer time is especially full of various 
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activities and events ranging from music festivals and summer theaters to sports com-
petitions and seaside boat trips. Helsinki region is as well a perfect place for a wide 
range of winter activities from ice-skating and ice-swimming to amazing Christmas 
activities. However, it is interesting to notice that the calendar of events is full 
throughout the year offering plenty of ideas for enjoyable time spending. 
 
To summarize, Helsinki region is a great place that has something to offer for every-
body. Events of different purpose, size and theme are organized all year round and 
welcome as the residents of the city as the visitors.  
 
2.4.3 Events for children in Finland 
According to www.discoveringfinland.com, a lot of effort and attention is paid to cul-
tural development and overall wellbeing of children in Finland. In addition to amuse-
ment parks, playgrounds and theme parks open all around Finland, each year a great 
number of cultural events, theatrical performances, shows and exhibitions are orga-
nized for children. Famous festivals like Hippalot- Häme Castle Children´s Festival, 
the International Children´s Theatre Festival, Children´s Summer Festival and Oulu 
International Children´s Film Festival and many other are held annually in Finland.  
 
Hippalot Arts Festival for children is Finland´s longest running cultural event held in 
Hämeenlinna every year. The festival consists of film and dance shows, exhibitions, 
dramatic and circus performances and workshops.  
 
Tampere hosts an annual International Children´s Video Festival, where short films 
made by young people are presented. In addition to that, such Film Festivals as Inter-
national Children´s and Youth Film Festival are held in Oulu, Espoo and Turku. 
 
The Vekara-Varkaus Children´s Summer Festival is held in one of the central cities of 
Finland, Varkaus. During the festival children can participate in various performances, 
competitions and games as well as try and improve their skills in different arts. The 
Song Contest for children and young people takes place at the same time there as well 
as the Finnish Summersault Championships.  
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Salo is a home town for Children´s Song City event, which is held in the beginning of 
summer. Many international children´s groups have music, dance and theatre perfor-
mances during the event. 
 
Hollo and Martta International Folklore Festival, held in the village of Hollola in the 
end of October, is mainly focused on folk dance and music on both international and 
national levels. The Festival is mainly targeted at school children.  
 
There is also a number of different sports events including ice-skating, skiing, snow-
boarding and ice-fishing with categories for children. The Helsinki CUP is a football 
tournament where girls and boys teams compete to become the champions.  
 
To conclude this chapter, it can be stated that almost each city of Finland offers some 
kind of family and children´s events throughout the year. From big events like arts fes-
tivals to more subject specific events like song contest, there is plenty to do, see, learn 
and experience for children in Finland. 
 
2.5 Companies  
In this chapter six major companies that specialize in organizing celebrations for chil-
dren in Helsinki Metropolitan area are presented. This is to demonstrate awareness of 
already existing companies who have their niche in the market.  
 
2.5.1 HopLop 
HopLop is one of the most popular places where families can spend time together by 
playing, doing different activities, having snacks in a café and simply having fun in a 
family friendly environment. According to www.hoplop.fi, this entertainment center is 
suitable for children of all ages. A number of fourteen parks already exist all around 
Finland with four parks being opened in the nearest future. Among those that already 
offer facilities and services to their customers are parks located in Espoo and Vantaa. 
According to company´s official web page, various indoor activities, games, play-
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grounds and toys are offered for young audience to keep them fit and entertained all 
year round.  
 
Moreover, HopLop provides facilities for organizing birthdays for children. As it is 
mentioned on the web site, one of the major goals for the company is to make sure 
that celebrations at HopLop create unforgettable memories and great experience for 
both children and adults. Services that are offered for birthday celebrations are the fol-
lowing: a pass a playground in HopLop center, a private room, three different snack 
options, room decorations and cutlery in various themes, birthday invitations available 
in Finnish, Swedish and English, and a birthday present. Customers may decide what 
they want to include in the birthday package and make a reservation according to their 
own preferences. On-line reservation system is available for the customers to use. To 
get ideas of what celebration packages are offered by the company, customers are able 
to view pictures on the web site that shows examples of birthday celebrations. 
 
2.5.2 Huimala 
According to www.huimala.fi, Huimala is one of the Finland´s biggest family leisure 
centers. With its convenient location in Espoo, Huimala is a great place to do different 
kinds of activities from alpine curling and jumping on trampolines to playing Nintendo 
games and riding in electric car tracks. It is a place where both parents and children get 
involved into the joy of fun games and activities.  
 
Huimala offers three birthday packages; all of the packages include free entrance and 
activities, two tokens for the car track per child, soda or juice, popcorn and candys-
urprise, fruit assortment and ice-cream. Packages differ in snacks; one package includes 
chicken nuggets and crispy fries and the other offers minidoughnuts and éclairs. More-
over, two of the packages include a birthday present for a birthday hero and one has 
presents for all the children joining the party. Invitation cards are available on the web-
site and can be easily downloaded and printed for the party. The duration of a birthday 
party is not limited.  
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In addition to that, Huimala offers facilities and services in organizing events of vari-
ous types for small and big groups. From fashion shows to theme parties, Huimala 
friendly staff makes sure that everything is well planned and prepared for each event. 
The official web page of the company is well-designed and available in three languages: 
Finnish, Swedish and English.  It provides all the necessary information about the 
company, activities, prices, services and facilities as well as contact information and 
address.  
 
2.5.3 McDonald´s 
Another field operator that the researcher decided to have a closer look at is McDon-
ald´s. It is generally known that McDonald´s is the world´s largest fast food restaurant 
chains serving millions of customers all over the world daily. In fact, the company is 
known not only for its wide range of fast food products but also for birthday celebra-
tion services. According to www.mcdonalds.fi, there are five restaurants in Espoo, 
twenty in Helsinki and seven in Vantaa. However, not all the restaurants provide facili-
ties for birthday celebrations. To be more specific, four restaurants in Espoo, nine in 
Helsinki, and four in Vantaa offer those kinds of services. Birthday packages in 
McDonald´s include a private room, a party host, birthday invitations, birthday cake, 
room decorations, fun activities and games, a birthday present, and a Happy Meal. The 
duration of each celebration is one and a half hours. There are important conditions 
that demand parental supervisory during celebration, which should be discussed with 
the organizer.  
 
2.5.4 Megazone 
According to www.megazone.fi, Megazone Laser Tag game is a futuristic activity that 
suits all ages and is a perfect for birthday celebrations. It is a fun game that is played by 
a group of people in a dimly lit, fog-filled, multi-level arena.  
Megazone provides birthday packages are offered for children aged from seven to fif-
teen. The group has to be six persons minimum. The celebration usually starts with a 
game and then is followed by some snacks that are already included in the birthday 
package. According to Megazone webpage, there are several packages that are offered 
for customers: Megasynttärit, Maxisynttärit, Midisynttärit and Jättissyntärit. All the 
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packages are available with Herkkusetti, Pizzamenu, MZ Party Mix or own snacks. The 
difference between those packages is in duration of the party, number of games and 
prices. 
 
2.5.5 Helsinki Playground  
According to www.leikkiluola.fi, Helsinki Playground is perfectly located in the central 
part of Helsinki; right at Hakaniemi square. The company offers a range of facilities 
suitable for organizing celebrations for children. There are different options for cele-
brating birthdays that are offered to the customers. For instance: basketball, bowling, 
PlayStation 3 birthday party and so on. These birthday packages normally include one 
or two playing hours, snacks, drinks, an ice-cream birthday cake and invitation cards. It 
is also mentioned on the website that some packages, like PlayStation 3 birthday party, 
includes an event organizer. Minimum number of children is eight 
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3 Methodology 
After having identified research problems it is time to decide what information is 
needed and what type of a study it will be (Solomon et al. 2008, 115-133). In other 
words, research design needs to be planned. 
 
There are several types of marketing research that are widely used by marketers. 
Among them are: exploratory research, descriptive and casual research. This study is an 
exploratory research, the purpose of which is to gather information and come up with 
ideas for future strategies and opportunities.  
 
Exploratory research usually involves in-depth probing of several potential customers, 
where interviews, focus groups, projective techniques, or case study are the forms that 
are widely used by researchers (Solomon et al. 2008, 115-133).  
 
This chapter covers choice of methodology that was used to collect data, sample selec-
tion process, data collection process, conducting both the pilot and the actual inter-
views and finally analysis of the data. 
 
3.1 Choice of method 
Choosing a method for collecting primary data is another important step in a research 
process, which simply helps the researcher to decide how to gather necessary infor-
mation. Qualitative method was chosen for this study meaning that information is col-
lected and analysed using the media of words, images and sounds rather than numbers 
that are used in a quantitative research (Veal 2011, 231-239). 
 
Parasuraman, Grewal and Krishnan (2004) define qualitative research as the collection, 
analysis, and interpretation of data that cannot be meaningfully quantified, that is, 
summarized in the form of numbers. But why is it so that qualitative research tech-
niques are mostly appropriate for exploratory researches? Parasuraman et al. (2004, 
194-195) explains that qualitative research techniques are not designed to recommend a 
final course of action; they intended to provide initial insights, understanding, and ideas 
about a particular problem. 
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As it was mentioned above, exploratory research can take many forms; a consumer 
interview is one of them. So, why interviewing was chosen as a type of qualitative re-
search for this study? First of all, interviewing has an advantage of an improved re-
sponse rates (Oppenheim 1992). Secondly, the author points out that, interviews pro-
vide more convincing explanation of the purpose of the study, which helps to prevent 
misunderstandings. Moreover, collecting data by conducting interviews has a clear ad-
vantage in a question of bias in the sample of respondents. That aspect is important for 
this study since the researcher wants to make sure that all the respondents feel com-
fortable sharing their own opinions and experiences without feeling any pressure. (Op-
penheim 1992) 
 
Therefore, a researcher has to make sure that while asking different questions and dis-
cussing various topics a support is shown. However, that has to done carefully without 
introducing bias. Oppenheim (1992) supports that by noticing that each interviewer is 
bound by the requirement of stimulus equivalence, by the notion that every respondent 
should understand a given question in the same way as every other respondent. The 
author also emphasizes the key effort of each interviewer which must be directed to-
wards prevention or reduction of any bias in interviews.  
 
3.2 Sample selection 
Once a research problem has been defined, research design planned and a way how to 
collect relevant data determined, it is time to decide from whom the data should be 
gathered (Solomon et al. 2008, 128-129). In other words, a sample should be chosen. 
But what is a sample and where does it come from? According to Veal (2011, 356-372) 
population is where a sample is chosen from. The author defines population as the 
total category of subjects which is the focus of attention in a particular research pro-
ject. Population for this study consists of all the families with children living in Helsinki 
Metropolitan area. 
 
In best case scenarios information should be collected from as many potential custom-
ers as possible. However, it is hard to disagree with the authors (Solomon et al. 2008, 
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128) who claim that interviewing every single customer would be extremely expensive, 
time consuming and most probably not possible at all. Therefore, a sample for the re-
search was planned to consist of fifteen families. Interviews were planned to be held in 
two ways: in person and via Skype.  
 
The criterion that was chosen for all the respondents to be was a family with at least 
one child living in Helsinki Metropolitan area. However, taking into consideration that 
interviewing both parents at the same time might bring challenges, one parent was 
considered to be enough to take part in the interview. The age of child/children was 
also important to take into consideration in order to be able to get relevant data for 
this specific research. Therefore, families with children aged from two to ten were cho-
sen.  
 
3.3 Data collection 
This chapter describes the ways how qualitative data for this research was collected. As 
it was mentioned previously personal interviews with families were chosen as a tool to 
get necessary data to answer a research question. Before conducting actual interviews a 
pilot interview was held in order to practice my interviewing skills and most important-
ly identify mistakes and misunderstandings.  
 
3.3.1 Pilot interview  
A family with two children living in Helsinki Metropolitan area was chosen as a partic-
ipant in a pilot interview. In addition, a chosen family speaks Russian, English and 
Finnish fluently, which gave a researcher an advantage to test all the three versions of 
an interview. 
 
Below are shown several goals that were set for a pilot interview: 
- To identify mistakes and misunderstandings in questions 
- To make sure that research topic and the purpose of the interview are explained 
to an interviewee clearly 
-  To clarify if all the terms in all the three languages were clear and had the same 
meaning 
  
30 
- To practice personal interviewing skills and learn how to establish the right at-
mosphere for the interviewee to heel comfortable 
- To test the recording equipment and see if it needs any adjustments. 
 
Pilot interview was conducted via Skype and lasted for one hour thirty minutes. With 
the help of a pilot interview it was easy to notice the mistakes that caused misunder-
standings in questions. It also played an important role in practicing interviewing skills 
and helped the interviewer to learn how to lead the interview and how to establish a 
friendly and trusting atmosphere. Moreover, a pilot interview prepared an interviewer 
for the real interview and showed how to look at the questions as a source of qualita-
tive information for the research. As a result, several changes were made to sequence 
and structure of the questions to exclude misunderstandings in the actual interview.  
  
3.3.2 Conducting interviews 
Families that were chosen to participate in the interview were mostly friends and ac-
quaintances. Most of the participants were contacted by either phone or email and 
some were asked to take part in the interview in person. Each time the family was con-
tacted, the purpose of the interview and the reasons why families were chosen to take 
part in the interview were explained to each family. It was rather easy to agree on time 
and place for the interviews and all the families except one participated in the inter-
view. All in all, interviews with fifteen families living in Helsinki Metropolitan area 
were conducted successfully, which suited criteria for a sample selection.  
 
Interviews with ten families were scheduled as personal meetings in places that best 
suit participants and the rest five were conducted via Skype. The length of the inter-
views ranged from ten to thirty minutes, depending on how much information families 
were willing to share with the interviewer. At the beginning of each interview the pur-
pose of the research was introduced and the reasons why families were chosen to par-
ticipate were explained. The interview was well-structured and was logically led by a 
researcher; however, an interviewee could decide him/herself on how to answer the 
questions and could always go back and forward with their answers.  
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As one of the major goals was to collect parents´ thoughts, feelings and opinions on 
celebrations for children, it was natural to ask them about their own traditions and cus-
toms, preferences, dreams and experiences in concern of organizing celebrations for 
their children. It was interesting to hear what kind of celebrations families with chil-
dren nowadays have and how much time and effort parents put into the whole process 
of organizing, preparing and hosting such parties. In addition to that, it was important 
to get information on how parents felt about organizing celebrations for their children 
at home; what good and what challenging sides of holding home parties were. Moreo-
ver, it was essential for the researcher to collect relative data on how much parents 
knew about existing companies which provide services and facilities for organizing 
celebrations for children. During the interviews it was natural to ask parents how they 
felt about having kids´ celebrations planned, organized and hosted by a third party.  
 
As a result, at the end of each interview a somewhat clear picture of what, how, how 
often and where parents plan and organize celebrations for their children was drawn. 
With the help of collected data it is easy to understand what challenges parents face 
when time for a kids´ party comes. It is also interesting to realize what parents view as 
an ideal celebration for their children; what place they would choose, what would be 
included in the program and how much they would be ready to spend on such a cele-
bration.  
 
3.4 Data analysis 
Qualitative data analysis is a complex process of transforming collected data into some 
sort of explanations, understanding or interpretation of people and situations that are 
being investigated. It is a process that requires a lot of time and effort from a research-
er in order to achieve good results at the end of the research.  
 
There are two ways to analyze qualitative data, they are known as deductive and induc-
tive approaches. In a deductive approach collected qualitative data is organized into 
themes according to theory, whereas, in an inductive approach those themes are de-
rived from the data itself. Both inductive and deductive approaches were chosen for 
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this study. Therefore, some categories for an analysis were derived from theoretical 
part of this research and some from collected qualitative data.   
 
After all fifteen interviews had been recorded the researcher listened to them for sever-
al times. That helped to get a wider picture of what and how much data was gathered 
for the purposes of this research. In order to narrow down the information a table with 
all the necessary answers as well as mind maps were drawn. At the end, thirteen themes 
were identified according to research question and several supporting questions. 
 
Table 1 demonstrates the themes that were identified for qualitative data analyses. It 
also shows features that several themes have. It is important to note that research ques-
tion and supporting questions were the key factors that influenced the choice of the 
themes.  
 
Table 1 Themes and features that were derived from the theory and the qualitative data 
 
Research questions Themes Features 
      
Children celebrations among  Types of celebrations   
families living in Helsinki                       Frequency   
Metropolitan area Place   
  Preparation process Duration 
    Things to do 
      
Customer awareness Companies that offer services and   
  facilities for children celebrations   
      
      
Customer experince Home celebrations Advantages 
    Challenges 
      
  As a buyer of services   
      
  As a guest on celebrations    
  organized by a company   
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Customer needs and wants Fresh air celebrations   
  Safe and healthy celebrations   
  Full packages   
  Celebration themes   
 
3.5 Validity and reliability 
Both reliability and validity issues must be taken seriously while conducting any kind of 
research. It is a job of a researcher to control these processes in order to present relia-
ble and valid results at the end of the investigation.  
 
Interviewing is a method that needs careful planning from a researcher in concern of 
validity. To be more specific, each interviewer is bound by the requirement of stimulus 
equivalence, by the notion that every respondent should understand a given question in 
the same way as every other respondent (Oppenheim 1992). The author also points 
out that an interviewer must make an effort towards prevention or reduction of any 
bias in interviews. As Long (2007, 75-84) explains, interviewing is not an easy alterna-
tive to collect data due to the fact that it requires a lot of skills, thoughtfulness and 
sympathy from an interviewer.  
 
 Even though there is always a bias to some extent in interviewing, the researcher tried 
to control the whole process and minimize variations between data collection process-
es. In that sense, the same structure of an interview was followed, the same questions 
were used, and the same approach to each participant was chosen. Moreover, it was 
important for the researcher to consider possible biases related to subjectivity of inter-
viewees and interviewer. Therefore, the researcher remembered to avoid asking leading 
questions, introducing his/her own ideas and thoughts, evaluating the answers in front 
of the participant.  
 
An introduction part was written before the actual interviews took place and was pre-
sented to each participant at the beginning of the interview. By presenting interview 
goals at the beginning of each interview session, the interviewer made sure that the 
same approach was followed towards every respondent. To check validity issues of the 
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research, it was important to make sure that all the questions were understood by re-
spondents and all the definitions were clear. Interviews for this study were conducted 
in three languages: Finnish, English and Russian. Therefore, a researcher faced a chal-
lenge to control that all three versions of interviews had the same meaning, definitions, 
explanations and purposes. Another tool that was used by the researcher to check va-
lidity of the results was to ask same questions in a different way. In that way, it was 
easier to keep participants alert and focused on a discussed topic.  
 
Reliability is another important aspect of a research that measures how accurate results 
and findings are. Reliability is the extent to which research measurement techniques are 
free of errors (Solomon et al. 2008, 590). Interviewing is a challenging method in terms 
of reliability due to the reasons that only a sample of a certain size can be investigated. 
As Solomon, Marshal and Stuart (2008, 128) state, collecting data from every single 
representative of a population is extremely expensive and time consuming. Therefore, 
researchers hope to generalize the answers from a sample to the larger population. A 
sample does not represent the whole population which is why reliability is always ques-
tionable in researches where interviews are used to collect data. In case of this study, 
reliability might be questionable in terms of the sample size. Fifteen parents participat-
ed in interviews; the number that might not be enough to draw conclusions about what 
needs and wants families living in Helsinki Metropolitan area have in concern of chil-
dren celebrations. In other words, it is impossible to generalize based on these find-
ings. However, the researcher can use these results for future investigations and deeper 
researches within this field.  
 
3.6 Research ethics 
Ethical considerations in social sciences should be reviewed carefully. Even if there is 
no direct interaction with others, researches of this kind are about people and involve 
revealing things, making judgments and creating new knowledge (Long 2007, 179-182).  
 
In case of this study, personal interviews were used to collect data. The researcher had 
to bear in mind ethical issues while planning, designing and conducting interviews.  
Specifically, it was important to think carefully about the impact this research might 
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have on participants. Therefore, before each interview session the researcher intro-
duced purposes of the research and gave clear guidelines in regard what the research 
will involve.  
 
In addition, the researcher had to provide assurance with respect to confidentiality and 
anonymity and think about hot to ensure these in practice (Barbour 2008, 81). As a 
result, participant names and other personal information were not used in this thesis. It 
is important to note here, that all the respondents agreed to participate in this research 
voluntarily and were provided secure environments and comfortable atmosphere dur-
ing interviewing sessions.  
 
However, the names of companies that specialize in organizing celebrations for chil-
dren were used in this study for the purposes of the research. To clarify, one of the 
major targets of this research was to investigate what needs and wants families living in 
Helsinki Metropolitan area have in concern of children celebrations. As a supportive 
question, it was considered essential to find out how aware these families are of com-
panies that provide services and facilities for kids´ parties. For these reasons, both the-
oretical and practical parts of this study include the names and descriptions of some 
companies.  
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4 Research results 
In this chapter the results of the research are presented giving a clear picture of what 
the main findings are according to research and supportive questions. As it was men-
tioned before all the collected qualitative data was organized in themes which made 
analyzing process easy and logical. There are four main sectors that are corresponding 
with the research questions: Celebrations for children among families living in Helsinki 
Metropolitan area, Customer awareness, Customer experience and Customer needs 
and wants.  
 
To present the results in a clear and simple way, all the interviewers were coded as al-
phabetic letters. In that way, letters A, B, C, D, E, F, G, H, I, J, K, L, M, N and O 
stand for fifteen participants in the interview. However, there is no linkage between 
chosen codes and personal information of the interviewees.  
 
4.1 Children celebrations among families living in Helsinki Metropolitan area 
Based on theory, family lifestyle can tell marketers a lot about family preferences, 
needs, values and tastes. The researcher also learnt that it is a part of a marketing strat-
egy to segment people based on similarities in their lifestyle. This process helps to iden-
tify the needs and wants that exists among customers and gives marketers opportuni-
ties to design products and services to satisfy these needs.  
 
In case of this study, the researcher decided to find out what traditions families with 
children living in Helsinki Metropolitan area have in concern of children celebrations. 
Traditions are a part of a family lifestyle; they tell the researcher about family values, 
morals, principles and preferences. That is why it was considered important to ask par-
ents to tell about their family traditions.  
 
As it was mentioned in event industry chapter personal events include such celebra-
tions as weddings, various parties and anniversaries. It is obvious, that these celebra-
tions are organized among family members and friends. Personal children parties are 
also under this category of events. Children celebrations are naturally family occasions 
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where parents usually play central role of organizers, planners and administrators of the 
event.  
 
While conducting interviews it was important to bear in mind what the major purpose 
of this study was. In that sense, it was easier to focus on research questions and con-
centrate on getting as much relevant information as possible. It was interesting to learn 
what celebrations for children were recognized among the families, how often those 
celebrations were held, who was invited; and how much time and effort parents put 
into preparation process. Moreover, for the purposes of this research it was necessary 
to find out where families usually hold celebrations for children and most importantly 
how they felt about that. 
 
4.1.1 Types of celebrations 
As it was mentioned above, to be able to segment families according to their lifestyle 
similarities it was important to learn what traditions and customs they had in concern 
of organizing celebrations for children. Not surprisingly, children birthdays are cele-
brated in all fifteen families that participated in the interview. Moreover, Christmas is 
considered as a kids´ celebration in six families (A, G, H, K, M and N) and New Year 
celebrations are held for children in seven families (A, D, E, G, J, M and N). Parents of 
three families organize Halloween parties for their kids (H, J and M) and parents of 
three families had Easter celebrations for their children (A, J and M). In addition to 
those celebrations, International Women´s Day is held for the girls of one family (G); 
summer grill parties for children are organized in one family (O) and mini disco parties 
are held children in one family (G).  
 
As a result of the investigation, eight different celebrations for children were identified. 
Birthdays showed to be the most popular celebration among families and International 
Women’s Day, children grill party and mini disco party are, according to the results, 
least celebrated among families living in Helsinki Metropolitan area.  
 
In order to understand and learn more about family traditions in concern of having 
celebrations for children, I also asked about guests who are usually invited to kids´ par-
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ties. Relatives and members of the family were mentioned by seven participants (A, B, 
C, K, L, N and O) and friends with children were mentioned by nine participants (A, 
B, C, F, G, H, K, M and O). Moreover, children friends from kindergartens and 
schools are invited in ten families (A, B, D, E, F, G, J, K, M and N). Parents of two 
families mentioned that children from the neighborhood are usually invited to their 
children parties (J and M).  
 
Another interesting thing to find out about guests on children’s parties was whether 
parents thought that children with adults should be present at the celebration or only 
children. According to the results of this study, twelve participants shared their opinion 
that both children and adults are welcome to their kids´ parties (A, B, C, E, F, G, H, K, 
L, M, N and O). Whereas, three interviewees said that children celebrations are meant 
only for children (D, I and J).  
 
4.1.2 Frequency 
To get a better picture of what customs and traditions families living in Helsinki Met-
ropolitan area have in concern of organizing celebrations for children have, it was con-
sidered important to ask the participants how often they have celebrations. When some 
families may celebrate birthdays each year, others have traditions to have celebrations 
only certain ages.  
 
According to the answers from the interview, families do have differences in frequency 
of having celebrations for children. Interviewees also mentioned various factors that 
influenced how often parents organized parties for their children. Among them were: 
travelling, seasonality, house movement, financial situations and parents´ business trips 
abroad.  
 
Birthday celebrations were discussed a lot in concern of frequency. In fact, only two 
participants claimed to have traditions to celebrate certain ages; therefore, birthday par-
ties for children are not held each year in those families (C and I). However, other cel-
ebrations for children that are organized in those families are held every year. The rest 
families (A, B, D, E, F, G, H, J, K, L, M; N and O) have traditions to organize birthday 
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celebration for children every single year with some exceptions in case of any factors 
mentioned above.  
 
4.1.3 Place 
The question about where families usually hold celebrations for their children was of a 
major focus during the interviews. As a researcher, I wanted to investigate what places 
were most popular and what places were least popular among families for organizing 
children celebrations.  
 
The range of places that were mentioned by participants was surprisingly wide. Some 
families preferred to have parties for their kids at the same place; whereas, others liked 
the idea of investigating different places and each time organized a celebration in a new 
place. In fact, nine interviewees admitted that they always had celebrations at the same 
place (B, C, E, F, H, I, L, M and O). On the contrary, one respondent said that their 
family preferred to have birthday celebrations in new places, depending on what was 
offered on the market and what was trendy among children that age (J). The rest five 
interviewees mentioned more than one place for organizing birthday celebrations (A, 
D, G, K and O). 
 
Birthday celebrations for children were mentioned to be more often held at home by 
fourteen participants (A, B, C, D, F, G, H, I, J, K, L, M, N and O) with only one par-
ticipant (E), saying that their family always hold birthday celebrations in a local club 
room (kerhohuone). Three families admitted that their families sometimes have cele-
brations for their children in HopLop (A, K and O); two families mentioned Huimala 
(D and J); Leikkiluola was named by one family (D) and Children Culture Centre 
“Musikantit” was mentioned by one family (G).  
 
According to results of this research, all the participants who claimed to celebrate Hal-
loween, Christmas, New Year and Easter organize them at home. In addition, grill and 
mini disco parties were mentioned to be home celebrations. International Women’s 
Day was celebrated either at home or in an ice-cream café.  
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4.1.4 Preparation process 
The final question in this section was meant to gather information about preparation 
process for a celebration. In this theme it was essential to find out how much time par-
ents usually spend on preparation and what things they need to plan, organize and do 
before the actual celebration takes place.  
 
The answers that were received about the duration of preparation process differed de-
pending on whether a celebration was organized at home or outside home and whether 
parents were organizers or an event company was. However, there were also similari-
ties in responses. In fact, five respondents claimed to start getting ready for a celebra-
tion 2 weeks in advance (A, E, H, L and O). From two to three days was needed for 
five participants to get everything done for the celebration (B, C, F, G and N). Only 
two interviewees said that they start preparing for their children celebrations about one 
month in advance (J and K) with other two admitting that they start getting ready for 
the party one week before the actual celebration takes place (I and M). In addition, one 
participant mentioned that if a celebration is organized at home it usually takes one 
week to get everything ready; and in case a party is organized by a company it normally 
requires about an hour to prepare for such a celebration.  
 
An interesting point was noticed during the discussions with interviewees about prepa-
ration time for celebrations. Even though a question about what things were to be 
done before the party was not included in the interview; each participant shared that 
sort of information with the researcher. Naturally, every time the question about prep-
aration time was asked, interviewees explained what they needed that specific amount 
of time for. As a result, that sort of information was considered important for the pur-
poses of this study in order to get a full picture of what customs and traditions families 
living in Helsinki Metropolitan area have in concern of children celebrations.  
 
According to the answers, there is a great number of things that parents have to organ-
ize for the celebration. As for the home parties a list of things that had to be done be-
fore the celebration ranged from making and sending out the invitation to cooking, 
baking and cleaning. Out-of-home celebration required searching for a suitable 
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place/company/playground, making reservations, printing out and sending invitation 
and taking care of transportation. Moreover six participants added that theme prepara-
tion for a birthday celebration was on top of the things that were to be ready for a par-
ty (E, F, G, H, J and K). In addition to that, three out of these six interviewees made 
celebration costumes themselves, which required longer time for preparation (E, G and 
H). Birthday cakes were made in seven families (D, E, F, G, H, J and K), while the rest 
of the respondents admitted to order birthday cakes from different suppliers.  
 
To conclude this chapter, it is necessary to notice that there was no identical answer 
received from the participants. Despite the fact that there were similarities in some 
questions, the majority of collected information differed from family to family. Ac-
cording to results of this research, family traditions and customs in concern of children 
celebrations vary quite a lot; from types and places for kids´ parties to preparation time 
and guests. However, the most positive outcome from this part of the research is that 
all fifteen families do have celebrations for their children and all fifteen parents shared 
the same opinion on how important it is to organize them. 
 
4.2 Customer awareness 
This chapter reveals the results of the second part of the interview, where the major 
focus was placed on customer awareness. In order to answer research question about 
how aware families living in Helsinki Metropolitan area are about companies that offer 
services and facilities for children celebrations, interviewees were asked to name the 
companies they knew or heard of.  
 
4.2.1 Companies that offer services and facilities for children celebrations 
Before going straight to the results of the interview, it is important to mention that a 
question about companies that offered services and facilities for children celebrations 
was rather open on the one hand and quite limited on the other. It was open in the 
sense that interviewees could name any company or any organization that had some-
thing to do with children celebration organization; it could be a company that provides 
a full celebration package including decorations, catering, place, presents, photo session 
and entertainment program and it could be an organization that simply offers a party 
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room. However, the question was limited in sense that those companies and organiza-
tions were to be operating in Helsinki Metropolitan area.  
 
At this point of the interview the goal was only to gather names of the companies 
without asking any details or personal opinions. As a result, a long list of different 
companies and organizations was received by the researcher, which made it clear which 
places were most familiar to families and which were known among just a few. In fact, 
fourteen participants could name at least one company while one participant was not 
aware of either companies or organizations that provided services and facilities for 
children celebrations (H). 
 
According to results of this research, HopLop was mentioned by thirteen participants 
(A, B, C, D, E, G, I, J, K, L, M, N and O). Huimala was known as a place for children 
birthday celebrations among six interviewees (D, G, I, J, K and M). Moreover, four 
interviewees had information that McDonald’s restaurants offered services and facili-
ties for kids´ birthday celebrations (A, C, I and L). Children Culture Centre “Musikan-
tit” was mentioned by four respondents (E, F, G and O). Sea Life Centre was also 
known as a company that offers celebration services for children and was named by 
three interviewees (E, G and N). Among those companies were also bowling centers 
that provide services for birthday celebrations for children, mentioned by three partici-
pants (B, G and I). In addition to those, two interviewees mentioned sports clubs and 
horse farms that provide services for organizing celebrations for children (I an L). 
Moreover, two participants were aware of a company called “Pikku Sammakko”. Leik-
kiluola was called once (D) and “Pienet tähdet” called also once (E). The Finnish Sci-
ence Centre Heureka and Helsinki Zoo were mentioned by one interviewee (J).  
 
To summarize, thirteen different companies and organizations were named during the 
interviews. According to results, HopLop is the most familiar place among families 
while Leikkiluola, The Finnish Science Centre Heureka and Helsinki Zoo were least 
known as places where children celebrations can be organized.  
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4.3 Customer experience 
Qualitative data that was collected under this research question mainly consists of par-
ticipants´ thoughts and opinions. To be more specific, the interviewees were asked to 
describe previous experiences in organizing children celebrations at home by giving 
opinions on how they felt about that and what were the advantages and challenges of 
home parties for kids. In addition to that, all the participants were asked to share their 
experiences in using services of companies and organizations that specialize in children 
celebrations. That question was left open for participants to tell anything from all the 
places where they had celebrations to service, food, decorations and their expectations.  
Interviewees were also asked to name advantages and disadvantages of having children 
celebrations planned and organized by a company or an organization that specializes in 
that field. Moreover, it was interesting to find out what experience participants´ fami-
lies had as guests on such celebrations; what places they were invited to, what was in-
cluded in the program, how was the food and so on.  
 
4.3.1 Home celebrations 
It is important to notice that home celebrations in this research mean a celebration that 
is planned, organized and administrated by parents without any interaction with com-
panies that offer services and facilities for organizing children celebrations.  
 
During the discussions about home celebrations for children, participants expressed 
different opinions. While some interviewees said that they loved having celebrations 
for their children at home and could not see any other places to substitute it; others 
were less excited about home parties for kids and preferred to have celebrations for 
their children somewhere else rather than at home.  
 
According to results of this study, seven interviewees admitted that they enjoyed or-
ganizing children celebrations at home and felt good about the idea of having children 
around the house (B, C, F, I, K, L and O). However, all mentioned participants added 
that they are open for discovering new places for children celebrations in order to get 
new experiences. In fact, three interviewees said that they were fine with having kids´ 
parties at home but would preferably have them organized somewhere else rather than 
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at home (A, D and G). One parent expressed only positive feelings about home cele-
brations for children saying that there is no other place better and more comfortable 
than home for such an occasion (H). On the contrary, four interviewees did not like 
the idea of having kids´ parties at home at all (E, J, M and N). 
 
 In order to learn more about what needs and wants families living in Helsinki Metro-
politan area have in concern of organizing celebrations for children, all the respondents 
were asked to share their opinion on what advantages there are in having parties for 
their kids at home. In other words, the researcher wanted to find out what was there 
that parents liked about planning, organizing and administrating celebrations them-
selves. In fact, fourteen interviewees could name at least one positive thing about chil-
dren celebrations organized at home with only one participant saying that she/he did 
not see any good sides of having parties for kids at home (D).  
 
There were both similarities and differences in opinions shared about home celebra-
tions for children. According to the answers, five participants claimed that having a 
party for children at home was cheaper than having it organized somewhere else (C, F, 
I, K and O). Four interviewees said that the biggest advantage of having a celebration 
at home was that everything that was needed for a party including presents, food, 
drinks, costumes, plates and cups was at their side and there was no need to move 
from place to place (B, G, K and N). Safe and familiar environment for children was 
mentioned by three interviewees as an advantage of home celebrations (H, I and L). In 
addition, three participants said that no time limit was an advantage for them (G, L and 
M). Two interviewers said that a positive thing about home celebrations was the fact 
that they were personal, where everybody could easily interact with each other without 
any distractions (J and M). Independency was mentioned once (G) and free choice of 
everything was mentioned also by only one parent (A). Moreover, one interviewee ad-
mitted that it was easier to control children at home rather than somewhere else (H) 
while another interviewee claimed that a good side of having children celebrations at 
home was that there was no need to entertain children since they could play with toys, 
table games and computer games (E).  
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In addition to advantages, participants were asked to think of challenges that parents 
usually face when organizing celebrations for children at home. By discussing the topic 
from both positive and negative perspectives the researcher was looking for the an-
swers to the main research question: what parents wanted and needed in concern of 
children celebrations; what there was that they were happy about and what was there 
that they were not satisfied with. In fact, all the participants could name at least one 
disadvantage of having a kids´ party at home. 
 
According to results of this research, cleaning before and after parties was one of the 
major challenges in organizing a celebration at home for six respondents (I, K, L, M, N 
and O). A mess during the celebration was a challenge for two participants (A and E) 
while one participant claimed that chaos was the biggest challenge for him/her (N). 
Four interviewees noticed that there was never enough place for all the guests to com-
fortably fit in their houses which made space a major challenge for them (A, B, G and 
J). Two participants shared the same opinion that organizing children celebrations at 
home is time consuming (C and O) while one interviewee mentioned that it was chal-
lenging to get everything done and organized in time for the party (L). He/she added 
that the pressure to get things ready for the celebration at home was the biggest chal-
lenge for him/her (L). Moreover, three parents said that personal things, pieces of fur-
niture, electronic devices and other get easily broken or damaged when there is a chil-
dren celebration at home (A, H and I). Another challenge that was named by four re-
spondents was about organizing children during the celebration (D, F, M and N). To 
be more specific, for those parents it was always a problem to get children involved 
into some activity, get them entertained in a way that everybody at the party had fun 
and felt comfortable. One of these four interviewees added that it was a challenge for 
him/her to be in charge of the whole celebration from the preparation process to the 
actual celebration (N). Similar answers came from other two participants who admitted 
that at home celebrations there was a lot of responsibility from the parents who orga-
nized the party (D and J). Another challenging side of having a celebration at home 
was to pay equal attention to all the guests when people who spoke different languages 
were invited (F). He/she explained that it was difficult to focus on translating every-
thing to everybody so that all the guests felt welcomed; it was also challenging to get 
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guests interact with each other. In that case, there was always a pressure on the host of 
the party.  
 
As a result, a lot of interesting and relevant data was collected under this theme. While 
talking to parents about their experiences in organizing celebrations for their children 
at home, the researcher was constantly looking for the answers and key factors to un-
derstand needs and wants that families living in Helsinki Metropolitan area have in 
concern of children celebrations. While some interviewees fully enjoy being in charge 
of the whole process and hosting home celebrations, others feel pressure in every as-
pect from fitting in every guest in their house to cleaning and entertaining during the 
party. 
 
4.3.2 Customer experience as a buyer of services 
The purpose of this theme was to identify what needs and wants parents have when it 
comes to using services and facilities of companies that specialize in children celebra-
tions. Based on previous experiences and personal opinions that participants shared 
with the researcher during interviews several conclusions were made.  
 
Firstly, all fifteen interviewees were asked to name companies which services and facili-
ties they ever used. Based on this information the researcher got a clear picture of how 
much/little experience families had to draw conclusions about their needs and wants. 
In fact, nine participants claimed that they used services and facilities of at least one 
company (A, D, E, G, I, J, K, M and O). On the contrary, the rest six interviewees ad-
mitted that they had no experience as buyers of services of any company that organizes 
celebrations for children (B, C, F, H, L and N). The results of this research show that 
six out of nine participants used services and facilities of HopLop (A, I, J, K, M and 
O). Two families had children celebrations organized in Huimala (D and M). One in-
terviewee named Children Culture Centre “Musikantit” (G) and another said that their 
family had experience in having a birthday celebration for their child in Leikkiluola (D). 
Services and facilities for a birthday party in Sea Life Centre were used once by one 
family (E). 
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As a result, the majority of interviewees had experience with at least one company that 
offers services and facilities for children celebrations. HopLop proved to be the most 
familiar place for families, whereas Children Culture Centre “Musikantit”, Leikkiluola 
and Sea Life Centre were the places that parents had least experience with.  
 
Secondly, based on experiences respondents had they were asked to express their feel-
ings, thoughts and impressions about the companies they bought services from. That 
information played a key role in understanding what needs and wants parents living in 
Helsinki Metropolitan area had in concern of organizing celebrations for their children. 
Due to the fact that nine out of fifteen interviewees had experience as buyers of such 
services and facilities, only they participated in these discussions.  
 
According to results of this research, parents had both positive and negative experi-
ences; in some cases parents were satisfied with everything that they offered in others 
hardly anything led up to parents´ expectations. In fact, three participants claimed that 
HopLop was a good place to have celebrations for children in terms of space. They 
explained that there was a lot of place in HopLop for children to play, run, jump, and 
do different activities which was important from their point of view (A, K and O). An-
other positive thing about having children celebrations in HopLop, according to two 
parents, was that children had fun and truly enjoyed their time there (A and I). One 
interviewee noticed that parents can relax and enjoy their time in HopLop while their 
children are playing with friends (A). He/she added that there are also good facilities 
for parents in HopLop; there is a private celebration room where parents can spend 
their time while children are playing. Moreover, there is a café where parents can talk 
to others, drink coffee with a cake and at the same time observe their children. Anoth-
er participant expressed his/her positive experience with the researcher by explaining 
that it was easy to have a celebration at HopLop in the sense that it did not require any 
either preparations or cleaning before and after the party (I). As a positive thing he/she 
also mentioned that parents did not have to stress about anything while having a cele-
bration for their children in HopLop. However, one participant said that even though 
HopLop was a good place with safe environment and a variety of different activities 
for children, it was not suitable for children celebrations (J). He/she explained that 
judging by experience that their family had, celebrations in HopLop were always hectic 
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and in most cases went out of control. Moreover, from his/her point of view children 
were difficult to get together and interact with each other. In addition, it was problem-
atic to get children into a celebration room to eat, drink and open presents. Therefore, 
he/she preferred other places than HopLop where the atmosphere would be more 
private and each child, especially, a birthday hero could get a lot of attention. Similar 
opinions about celebrations in HopLop shared other two interviewees saying that 
guests get easily separated in groups and the atmosphere of a celebration vanishes (K 
and M). These participants added that they did not like the fact that service was not 
personalized and nobody from the working staff showed any interest in an organized 
celebration. They also noticed that there atmosphere was not suitable for a celebration. 
Another negative thing about having children celebrations in HopLop, according to 
three parents, was a limited choice of food and drinks (A, M and O). Moreover, these 
interviewees admitted that they would like to see healthier food on children plates on 
kids´ parties. One more thing about celebrations in HopLop was about service. To be 
more specific, one parent mentioned that the place was full during the celebration 
which led to slow and interrupted service (M).  
 
Children celebrations organized in Huimala received only positive feedback from par-
ticipants. In fact, two parents said that there were many things that children could try, 
learn and play with and the place was good for a celebration (D and J). However, one 
of these two respondents admitted that he/she would prefer a smaller place where it 
would be easier to control and observe children (J). The other of these two parents 
said that, based on experience that their family had in Huimala, service was always ex-
cellent adding that they never had to wait for anything (D). The same participant also 
gave positive feedback on celebrations in Leikkiluola saying that everything from ser-
vice and food to activities and atmosphere led up to their expectations in Leikkiluola. 
Sea Life Centre services and facilities were used by one family who had both positive 
and negative comment about a birthday party they had there (E). A positive thing, ac-
cording to the interviewee, was that during the celebration children were shown 
around the place by a party host who told interesting facts about sea creatures. In that 
sense, the party was both fun and educational. However, the party room was rather 
small for all the children to fit in and the choice of food was limited. He/she also add-
ed that there were higher expectations in concern of entertainment during the party 
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explaining that their family prefers a lot of different activities, games and competitions 
rather than sitting all the time around the table.  
 
Children Culture Centre “Musikantit” received positive comments about a birthday 
party that one of the participants organized for his/her child (G). Good and personal-
ized service as well as interesting entertainment program for kids was mentioned by the 
parent. He/she emphasized that the thing that their family liked most about celebra-
tions in the Center was that there were many different themes suitable for certain age 
and gender.  
 
Finally, all the participants were asked to think of advantages and disadvantages that 
children celebrations organized by a company have. While talking about good and pos-
itive things of such celebrations the researcher tried to capture major points that were 
important to parents in concern of celebrations. In that sense, more about customers’ 
needs and wants could be learnt.  
 
According to results of this study, ten participants admitted that the biggest advantage 
of children celebrations organized by a company is that there is no preparation needed 
(C, D, E, I, J, K, L, M, N and O). Six of these parents explained that the fact that they 
did not have to clean before and after the party was a very positive one (I, K, L, M, N 
and O). Two of the respondents admitted that the most positive side of having chil-
dren celebrations organized by a company was that parents did not have to stress 
about anything (A and E). One of these parents added that as soon as the place for a 
party was found and reservation was made, the rest was only about enjoying the cele-
bration and having fun which was the most important thing about children celebra-
tions from his/her point of view (A). According to three interviewees, an advantage of 
having such celebrations is that children get organized and everybody can equally be 
involved into different activities, games and competitions (G, F and O). Moreover, 
these parents pointed out that a well-structured program was the key of a successful 
celebration for children. While one parent saw as an advantage in less pressure and 
responsibly during the party (D), the other said that a good side was that host parents 
could also relax and enjoy the party without worrying about anything (G). Another 
interesting point was mentioned by one respondent who liked the idea of different cel-
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ebration packages and themes that were designed according to child´s age, gender and 
preferences (B).  
 
In spite all the positive things that were mentioned by interviewees, there was one re-
spondent who could not name any advantages of having children celebrations orga-
nized by a company (H). In fact, he/she explained that there was nothing personal and 
individual on such celebrations, which was major disadvantage for him/her. Two more 
parents shared the same opinion by saying that such celebrations lacked personal ap-
proach and were very standardized (J and M). Moreover, two interviewees noticed that, 
based on their experience, such celebrations were predictable and guests knew what to 
expect from the party (J and O). That meant that there was less excitement about such 
parties. Seven parents admitted that in most cases, such celebrations were expensive 
(C, E, F, I, J, K and N). Another disadvantage of having children celebrations orga-
nized by a company, according to two respondents, was that there was a limited choice 
of food and drinks (A and M). One of these two participants added that in most cases 
fast food and sweets were offered for a celebration which was a poor side of such cel-
ebrations from his/her point of view. Slow service was mentioned by one participant 
explaining that during such celebrations families have to wait for their order to be de-
livered in time (B). One of the interviewees said that it was hard to find a celebration 
package/theme suitable for every guest, adding that such celebrations lacked flexibility 
from organizational point of view (G). In addition, unknown environment for children 
was considered as a disadvantage by one parent, who explained that a child might feel 
uncomfortable in a new place and might not be able to fully enjoy the party (I). Anoth-
er parent did not like the idea that there was a time limit on such celebration which 
companies were strict about (L). He/she assumed that that would put pressure on both 
the hosts and the guests of the party which would be a negative aspect.  
 
To summarize this theme, it is obvious that families need and want different things in 
concern of children celebrations. While some families prefer to celebrate in spacious 
and full of activities places, the others would rather organize a party for their kids in a 
more private atmosphere with personalized service and well-structured entertainment 
program.  
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4.3.3 Customer experience as a guest on a celebration organized by a company 
The purpose of this theme was to learn what experiences families had as guests on 
children celebration that were organized by a company or an organization that special-
izes in kids´ parties. That information would provide the researcher with a better un-
derstanding of what parents liked, needed, wanted and disliked in concern of children 
celebrations. Moreover, due to the aims of this research, it was important to investigate 
what were the reasons why parents prefer one companies to the others. In addition, all 
participants were asked to consider what advantages and disadvantages of having chil-
dren celebrations organized by a company were.  
 
To begin with, all fifteen interviewees were asked to name places their children were 
invited to. It is important to notice, that in most cases parents were present with their 
children at the celebrations that were organized in places other than home. However, 
five out of fifteen parents said that their children were at such celebrations on their 
own (B, I, J, M and N). In these cases, participants were still able to share their experi-
ences based on stories and impressions their children told them after celebrations. In 
fact, one interviewee explained: “With children it is always easy to say whether they 
enjoyed the party or not. If they liked it, they will be talking about it for the whole 
week, in case they did not, they will come home quiet and hardly tell anything about 
the celebration since there was nothing exciting to tell about”. Another interesting 
point was mentioned by one parent who admitted that if a child came home thrilled 
about friends´ celebration he/she would definitely want to have his/her next birthday 
party at the same place.  
 
According to the answers, nine of the respondents informed that their family members  
were invited at least once to a celebration that was organized within the facilities of a 
company (A, B, E, F, G, I, J, M and N) while the rest six of the participants said that 
they had no such experience. 
 
Children of seven families were invited to birthday celebrations organized in HopLop 
(A, B, E, G, I, M and N). Based on their experiences as guests on celebrations held in 
HopLop, only one parent expressed positive thoughts about the party (I). He/she ad-
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mitted that children were happy to do whatever they wanted to; play, jump and run. 
Therefore, as a guest, they had nothing to complain about. However, the rest six inter-
viewees had different opinion about celebrations in HopLop they were invited to. In 
fact, five of the participants did not like the fact that children were not interacting with 
each other explaining that there was no organization that would guide children to play 
and do activities together (A, E, G, M and N). One of these parents said: “In HopLop 
children get easily distracted by other people, all the playgrounds, game machines and 
so on. As a result, children immediately forget why they came here and the whole at-
mosphere of a celebration vanishes”. Moreover, there were comments about service in 
HopLop during the celebration. To specify, one interviewee admitted that service was 
slow and interrupted which caused a lot of waiting (B). He/she also added that the fact 
that the place was crowded with other customers ruined a private atmosphere of a par-
ty.  
 
Two of the participants said that their children were invited to a birthday celebration 
held in the Cultural Centre “Musikantit” (E and F). Both parents shared only positive 
experiences saying that service was on a high level and children had lots of fun. How-
ever, the most positive memory about those celebrations was that children were orga-
nized and entertained by a host, who had prepared an interesting program according to 
certain age. These interviewees mentioned that “Musikantit” offers various themes for 
celebrations which include catering, table settings, decorations, games, competitions 
and free activities that children want to do themselves. According to these two partici-
pants, a planned program for kids´ party is absolutely necessary. One of these two par-
ents also added that the place was perfect for a celebration saying: “The party was in 
one spacious room with a small stage for performances, decorations and they even had 
a disco ball there”.  
 
“Pienet tähdet” was mentioned by one interviewee (E). He/she had good memories 
about parties organized by that company adding that even though the place was rather 
small it had an advantage of having kids play and interact with each other. Moreover, 
the host of the celebration created a private and friendly atmosphere during the party 
paying attention to each child which was important from his/her point of view.  
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Children of one respondent were invited to places like McDonalds, bowling club, 
Huimala and sports club (I). According to him/her, children always came home excit-
ed and pleased which was the main point for him/her as a parent. This parent also 
admitted that in their family children were always excited about celebrations no matter 
where the party took place. Huimala was also mentioned by another interviewee, who 
said that children liked celebrations there and seemed to always have fun (J). This par-
ent added that their family was once invited to a birthday party organized in the Zoo 
which was different from all the other birthday celebrations their family had been to. 
According to him/her, there was a well-organized program which was both education-
al and fun for the kids. As a positive side he/she also mentioned that the host family 
had an opportunity to bring their own food and drinks for the celebration which was, 
from his/her point of view, rare nowadays. One more place that this respondent 
named was The Finnish Science Centre Heureka. He/she gave positive feedback on 
celebrations for children organized there saying that there were also both educational 
and fun elements well combined in a nicely organized program. Service was as well, 
according to him/her, on a high level. 
 
4.4 Customer needs and wants 
As it was mentioned in theory part before establishing strong relationships with cus-
tomers, their needs and wants must be identified. As a result, the researcher learnt that 
understanding customer needs and wants is the first step in a process of creation value 
for customers and building profitable customer relationships. Therefore, this consumer 
research is considered to be the start of a marketing process and is aimed to investigate 
needs and wants customers have in concern of organizing children celebrations. As a 
result, the researcher wants to be able to design market offerings to satisfy these needs 
and wants. In case of this research, market offerings mean a combination of products, 
services and experiences in event industry for children. 
  
At the end of the interview each participant was asked to share ideas and thoughts 
about a perfect children celebration. To specify, interviewees had to come up with an 
ideal place for a kids` party and most importantly give the reasons why they made that 
choice. Moreover, the researcher was interested to find out who would be invited to 
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such a celebration and what would be a perfect amount of guests. The respondents 
were also asked to think of a celebration program and give examples of things and ac-
tivities they would have liked to see at the party. Finally, all fifteen parents were asked 
to name a maximum price that they would have been willing to pay for such a celebra-
tion.  
 
It was natural for parents to answer these questions taking into consideration their 
kids´ preferences, likes and dislikes as well as their hobbies, interests and favorite he-
roes. However, in most cases, respondents gave their own reasons for a choice they 
made. Based on the answers, four major themes were identified that represented needs 
and wants customers had in concern of children celebrations. Each theme is presented 
further in this chapter giving details and examples of places for celebrations, amount of 
guests, entertainment and prices and so on. It is important to note that the researcher 
and all the respondents agreed to take a birthday party as an example of a perfect cele-
bration.  
 
As a result, all interviewees were excited to dive into the world of dreams and imagina-
tions while talking about ideal celebrations for their children and shared a lot of inter-
esting ideas and thoughts with the researcher during interviews.  
 
4.4.1 Fresh air parties 
While discussing an ideal place for a kids´ party almost half of the respondents admit-
ted that nowadays children spend too much time inside. Less and less time they are 
willing to spend running and playing outside, in the fresh air. As a result of many dis-
cussions, parents suggested that it would be perfect if even a part of a celebration 
would be outside with some interviewees saying that they would prefer the whole cele-
bration in the fresh air. In fact, five participants had an opinion that a perfect place for 
children celebration would be outside (D, F, J, K and L). All of these five parents 
thought that to organize a kids´ party outside, in the fresh air would be a great idea 
from many perspectives. Obviously, in case of organizing celebrations for children 
outside, seasonality was taken into consideration. However, most parents said that it 
would work out in all times of the year. While one interviewee said that a big play-
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ground outside their house could be turned into a place for a celebration with tables 
and chair, balloons and other party elements (D), the other suggested that a celebration 
could be organized on the big terrace with umbrellas in case in was too hot or raining 
and with extra heating in case it was cold (K). Forest was named by two interviewees 
who thought that a perfect celebration would be a picnic in the middle of nature where 
everybody could easily fit (F and J). Games, competitions, team work activities, songs 
and even dances were among the things that could be done in the woods during the 
celebration. Both participants also noticed that such an atmosphere would bring all the 
guests together and children could easily be involved into many activities. Moreover, all 
these five interviewees said that in case of a fresh air celebration the number of guests 
could be from twenty five to forty which would be a perfect chance to invite every-
body at once.  
 
Horse farm and Linnanmäki amusement park were also mentioned as fresh air celebra-
tions by two respondents (C and J). These parents suggested that a part of such cele-
bration, for example, food and drinks could be organized inside while the major focus 
would still be on getting kids play and do different activities outside. 
 
A party for children organized in the yard was considered perfect by one participant 
who emphasized importance of fresh air activities for children. This respondent point-
ed out that especially during celebrations when children are excited and thrilled about 
the party, run and jump all over the place, it is essential for them to get fresh air (L). 
 
4.4.2 Safe and healthy celebrations 
According to theoretical background, green celebrations have been a growing trend 
among children celebrations. Nowadays, parents pay attention not only to healthy and 
ecological food and drinks that more and more often are offered on kids´ parties, but 
also recycling issues, garbage and waste amount.  
 
As a result of this study, there is an obvious need for green and healthy children cele-
brations. In fact, eight of the parents made it clear that healthy food and drinks would 
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be their high priority on children celebrations. Therefore, a wide choice of nutritious 
and healthy snacks and drinks would be perfect from their point of view. 
 
”An ideal place for a children celebration would be a big room with soft floor and 
walls” said one parents while talking about a perfect place for a kids´ party (A).  
He/she added that it was important that during the celebration children could run, 
jump and play without any dangerous that can cause accidents; therefore, a safe envi-
ronment with less furniture and more open space would be ideal for such a celebration.  
 
In, fact safe environment was an important factor for another parent, who admitted 
that in small places full of different objects and furniture children get easily hurt by 
falling down and crashing into something which usually causes injuries. Therefore, an 
ideal place for a celebration, according to this interviewee, would be a large room that 
is designed especially for children parties with enough space to play, run and dance. In 
other words, it would be perfect to let children have fun and fully enjoy the party with-
out worrying that somebody would get hurt during the celebration.  
 
In fact, two respondents preferred to have celebrations at home and considered it to 
be a perfect place (H and K). According to these two parents, their houses were big 
and safe enough to organize children parties of different size. Moreover, they men-
tioned that at home they were able to make their own food which was, from their 
point of view, much better than food served in companies like HopLop, Huimala and 
McDonalds. One of these two interviewees said that for a perfect celebration for 
his/her children food would be carefully chosen taking into consideration nutrition, 
allergies, amount and variety.  
 
4.4.3 Celebration packages 
The researcher learnt from theory that ready-made packages have become a part of 
everyday family routine. Due to busy lifestyle, tight schedules, high competition and a 
pressure to succeed and advantage, parents choose packages as a fast and easy solution 
to many situations; from food and free time spending to celebration, holidays and oth-
er purchases.  
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The topic of celebration packages was discussed a lot during the interviews. Current 
birthday packages that are offered by different companies in Helsinki Metropolitan 
area were of a major interest. In fact, seven of the participants admitted that a perfect 
celebration for their children would be a well-organized party that includes decorations, 
table settings, plates and cups, food and drinks (A, B, G, I, M, N and O). To be more 
specific, five out of these respondents would chose an event company, kids café or an 
indoor playground with a possibility to have a private room for a celebration (G, I, M, 
N and O). Moreover, all of these parents pointed out that such a celebration would 
also need a host who would entertain children during the whole celebration. According 
to five respondents, a well-structured program full of various games, activities, compe-
titions, song and dance contests, shows and performances should be the major focus 
on children celebrations (G, I, M, N and O). While one of the interviewees explained 
that during celebrations children should be actively involved in games, competitions, 
performances and dances rather than sitting at the table; another parents claimed that a 
well-prepared program designed according to child´s age, gender and personal interests 
was a key factor for a successful party.  
 
Interesting ideas were presented by interviewees in concern of entertainment program 
for a children party. Three of the respondents would have liked to see clown perfor-
mances during the celebration (A, B and N); whereas, two parents said that magic 
tricks would be perfect for a kids´ party (M and O). Another respondent would have 
liked children to perform in a small play with costumes, music and decorations (G). 
One of the interviewees said that a great idea would be to have little presents for each 
child to keep it as a good memory from the celebration (A). According to three par-
ents, a moment of surprise would be a perfect idea for a kids´ celebration (N, M and 
O). Anything from surprise performances and shows to small presents, guests and 
treats. One of these respondents gave an example of a surprise show where children 
parents would perform different roles, sing and dance. This parent added that, based 
on his/her experience, children love seeing their parents play and act funny; such expe-
riences usually stay in their memories for a long time.  
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Based on the answers, nowadays parents pay more attention to foods and drinks that 
are served to children on kids´ parties. To specify, seven interviewees claimed that a 
perfect birthday package for children would include a well-designed kids´ menu full of 
nutritious and healthy food and drinks (A, B, G, I, M, N and O). A birthday cake was 
mentioned by four of these participants explaining that it would be perfect if parents 
did not have to worry about baking or buying it from another place and a cake would 
be included in the package (A, I, M and N). Moreover, a choice of at least 3 cakes 
would be a positive advantage, according to three of these interviewees (A, M and N).  
 
4.4.4 Celebration themes 
Based on theoretical background of this research, theme celebrations have been popu-
lar for the past years bringing new trends into industry. As it was mentioned in theory 
part, children take examples from adults in many life situations by imitating their be-
havior, actions, speech and preferences. Therefore, it is obvious that celebration 
themes also gained popularity among children. 
In fact, ten interviewees admitted that, judging by previous experiences they had in 
organizing celebrations for children, a choice of a theme for a party was one of the 
most important things for their kids (A, E, G, H,  I,  J, K  M, N and O). In addition, 
seven of these parents said that children in their families were always excited about a 
theme for their birthday parties and spent a lot of time preparing costumes, decora-
tions and invitation cards according to a chosen theme. Another participant remem-
bered that his/her child had high expectations for each party in concern of a theme; 
from costumes and decorations to food design, music and games, theme had to be 
reflected in each aspect of the celebration (A).  
According to results of this study, a theme for children celebrations plays an important 
role for both children and parents. Even though parents had different views of places 
where a perfect celebration for their children would be, they all shared the same opin-
ion on significance of a theme. In case of home celebrations, it was easier to organize a 
theme party where a child was able to choose any theme he/she would have liked (E 
and H). In case of birthday packages, six of the respondents would have liked to see a 
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wide variety of themes designed specifically for girls, boys and mixed parties as well as 
certain age groups (A, G, I, J, M and O).  
Among themes that were mentioned by participants during interviews were superhe-
roes, pirates, princesses, disco, adventure, treasure searchers, space, Smurfit, Alice in 
Wonderland and even The Olympic Games. In spite a wide variety of popular themes; 
parents were looking for new discoveries to create unique experiences for their chil-
dren. Therefore, there is a need for new trends, innovations and fresh ideas in concern 
of organizing celebrations for children.  
5 Discussion  
The purpose of this chapter is to present results and main findings gained during this 
research. Here, the researcher tries to interpret results based on both theoretical and 
practical parts of this study. In addition, reliability and validity aspects are evaluated in 
this chapter with research ethics described at the end.  
 
5.1 Interpretation of results 
Families are an interesting subject for a research in many aspects. Families differ from 
each other by their structure, values and morals, believes and standards of behavior, 
rules and principles. However, families are united by their central function which is 
socialization of family members. Family habits, needs and goals depend on cultural 
background as well as environment in which a family is living. One of the most inter-
esting facts that researcher learnt during this study is that families are a subject of in-
vestigation not only among psychologists and statistics but also among numerous 
amount of marketers.  
 
Based on both theory and results of this research families represent a big group of po-
tential customers for many market offerings. From single-parent families to married 
couples and nuclear families there are needs and wants that marketers have to recog-
nize in order to design products to satisfy these needs. In case of this research, families 
with children have been a major focus of investigation. To specify, the researcher set a 
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goal to discover what needs and wants families with children living in Helsinki Metro-
politan area have in concern of children celebrations.  
 
Even though celebration traditions differ from family to family, children parties are 
organized yearly in almost every family with birthdays being the most popular one. Ac-
cording to results of this research, parents share the same opinion about an important 
role such events play in a family life. Not surprisingly, adults turn Christmas, Easter, 
National Women´s Day and many other national and international holidays into chil-
dren celebrations by creating unforgettable memories for their kids. Despite the fact 
that parents express various feelings and thoughts about children celebrations, with 
some parents fully enjoying home parties and others preferring a party organized by an 
event company, nowadays parents spend a lot of time and put effort into children cel-
ebration preparations and organizations. As one of the positive results of this study, 
children celebrations are considered to be a vital part of family traditions. 
 
In fact, family traditions concerning children celebrations are rich and play a sufficient 
role in lives of many families no matter what cultural background they are coming 
from. According to results of this study, it is not about kids running around the apart-
ment and eating lots of sweets at children parties any more. A lot of attention is paid to 
quality aspect of a celebration, starting from eco-friendly decorations, recyclable gar-
bage and healthy food to fresh air celebration, safe environment and an overall mes-
sage that adults are trying to send to children via these celebrations. 
 
Another interesting finding concerning children celebration among families living in 
Helsinki Metropolitan area is a growing tendency to have kids’ parties organized by 
companies that specialize in children celebrations. Even though many families still have 
children celebration at home, the majority is seeking for alternative places. To specify, 
parents are looking for suitable options with the help of which children celebrations 
can turn into an effortless process with minimal stress and little preparation. Apparent-
ly, home parties for children are being replaced by ready-made packages offered by 
companies which have a lot of advantages, according to parents who took part in this 
research. Moreover, it is the whole celebration package that parents express a need for. 
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A package that includes everything from a birthday cake, invitation cards, decorations, 
children menu and in most cases even a party host.  
 
In spite a wide variety of celebration services that current companies offer families, 
parents have high expectations and are not always satisfied with them. In fact, there are 
many things that parents express needs and wants for in concern of celebrations for 
their children. A natural thing was to learn that parents want celebrations to be enter-
taining and memorable for their kids. Therefore, many emphasized the role of a well-
structured program during the party with lots of games, competitions, activities and 
performances. Parents considered that a properly planned and well-designed program 
at a kids´ party was a perfect tool to get children interact with each other, engage with 
the event on different levels and develop social skills. Moreover, a lot of attention is 
paid to the quality of food and drinks that are offered at kids´ parties nowadays. Both 
home parties and ready celebrations were discussed in concern of healthy and ecologi-
cal treats. As a result, parents express a need for a carefully designed children menu full 
of nutritious and healthy treats.  
 
The amount of time children spend inside rather than outside these days is an alarming 
subject for many parents. However, it was a surprising finding for the researcher to 
discover that parents wish to have facilities and opportunities to organize celebrations 
for their children outside, in a fresh air. The reason why it was an unexpected result is 
mainly connected with seasonality which means cold and rainy weather in Helsinki 
Metropolitan area most of the time of the year. Despite that factor, parents see a lot of 
advantages of fresh air celebrations; ranging from enough space to fit in many guests 
to positive sides of outdoor activities there is a growing need for such celebrations.  
 
According to theory, celebration themes are a current trend; and, according to the ma-
jority of parents, they play one of the central roles at kids´ parties. Nowadays, children 
have high expectations for the celebration theme and prepare carefully taking into con-
sideration all the details and components that put a party together. A theme tells a sto-
ry; therefore, all the elements of a celebration have to be designed in accordance with 
the chosen theme. From costumes and decorations to food design and music every-
thing has to match and be united. 
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5.2 Answers to research questions 
The major research question of this study is: what needs and wants families living in 
Helsinki Metropolitan area have in terms of children celebrations. To answer this ques-
tion several supportive questions were addressed.  
 
Firstly, it was considered important to get a better picture of family celebration tradi-
tions as a part of family lifestyle. According to results of this study, parents recognize 
the significance of children celebrations and organize parties for their kids at least once 
a year. Birthdays are most popular celebrations that require a lot of time and effort in 
terms of preparation from both parents and children. There majority of birthday par-
ties for children are still organized at home. However, there is a growing trend to pur-
chase ready celebration packages that include party facilities, catering services and even 
a party host.  
 
Secondly, with the help of this research it was essential to discover how aware families 
are about companies that specialize in children celebrations. As a result, the majority of 
families could name at least one company with only one parent who was not familiar 
with any of such organizations. Based on that finding, families have knowledge about 
companies that specialize in children celebrations and are able to find relevant infor-
mation from different sources. In fact, HopLop, Huimala and McDonald’s are most 
known companies that provide services and facilities for children parties. 
 
Thirdly, several conclusions can be drawn based on previous experiences that families 
had in organizing different celebrations for their children. Home parties are still quite 
popular among families. Some parents enjoy having children celebrations at their hous-
es due to safe and familiar environment, enough space for everybody, convenience and 
homemade food. Most of the families also see home celebrations as a good choice to 
save money. On the contrary, other parents face a lot of challenges while organizing a 
kids` party at home. Factors that have a negative effect on home parties are cleaning, 
cooking, little space, dangerous environment for kids, difficulties in organizing and 
controlling children during the party. Therefore, parents are seeking for alternatives to 
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have safe and entertaining celebrations for their children. Ready celebration packages 
are becoming more popular among families. Nowadays, parents view a lot of ad-
vantages in having children celebrations organized by a company. Good sides of such 
celebrations include no preparation need and minimum stress, no cooking and clean-
ing, no time pressure. Moreover, a question of space is important to parents when it 
comes to organizing a party for their children. Therefore, in case of celebration pack-
ages, there is usually a private room or a playground that is offered for guests to enjoy 
a party in comfort and celebration atmosphere. However, there are things that parents 
are not satisfied with; among them are lack of privacy, poor choice of food and drinks, 
limited time, high prices, poor entertainment program and slow service.  
 
Finally, based on the answers to supportive questions and theoretical background, the 
main research question can be addressed. Families have different needs depending on 
their lifestyle, cultural and environmental factors. As a part of family lifestyle family 
traditions can revile the things they need, prefer and choose when it comes to celebra-
tions. The fact is, that families do organize celebrations for their children whether at 
home or within the facilities of a company/organization, which opens up opportunities 
for numerous amount of products and services for this target market.  
 
To answer the main research question, there are four major needs that have been iden-
tified within this study. Firstly, parents express a need for services that will enable to 
organize fresh air celebrations for their children. From picnics and open air competi-
tions to “finding treasures in the woods” celebrations; these were considered perfect 
for children.  
 
Secondly, a need for safe and healthy celebrations was recognized within this research. 
Nowadays, a lot of attention is paid to safe and kids-friendly environment as well as 
food and drinks that are served on kids´ parties. As a result, parents want to make sure 
that celebration facilities are constructed especially for children with no dangers and 
other obstacles that might cause accidents during celebrations. Moreover, there is a 
need for a proper children menu full of nutritious and healthy food items and drinks 
that is designed with consideration of allergies, vitamins and calories.  
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Thirdly, a wide choice of celebration packages that include a private party room, cater-
ing services, entertainment and a party host is viewed as a need among parents. In ad-
dition, parents share an opinion that a party for kids needs to involve more activities 
rather than sitting around the table. That is why; more attention should be paid to a 
well-structured program that will be both educational and fun for children.  
 
The fourth need that was identified within this research is celebration themes that, ac-
cording to results, play an important role on children celebrations. A theme should be 
noticeable in every element of the party; from costumes and decorations to music, 
food design and table settings. Celebration themes have to be current, trendy and de-
signed for certain age and gender groups.  
5.3 Recommendations for future studies 
One of the main suggestions for future studies within this subject is to conduct a quan-
titative research. That kind of research will provide a statistical data on what needs and 
wants families living in Helsinki Metropolitan area have in concern of children celebra-
tions. It will allow analyzing collected information on a larger scope. Surveys and ques-
tionnaires can be used as methods to collect relevant data. 
 
To get even more accurate results about customer needs and wants in concern of chil-
dren celebrations, questionnaires can be designed specifically for each company. That 
will help to investigate if there are unmet needs and wants that these companies failed 
to satisfy. A research of a narrow scale more often brings accurate results rather than a 
wide scale study. Therefore, it is recommended to focus on specific subjects of investi-
gation and prioritize the depth of the research rather than the width.  
 
A similar study can be conducted to recognize needs and wants that customers have 
for organizing celebrations for adults. It is obviously a big target market for many ser-
vices and products where a marketing research of this kind could be significant. 
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6 Conclusions 
To summarize, families can be considered as a prime target group for many products, 
services and experiences in event industry. In order to be able to design a needed 
product or service for a family, a marketing research must be conducted. Family life-
style can tell a lot about preferences, tastes, needs and choices a particular family makes 
while purchasing something. There are various tools that can be used by researchers to 
collect relevant data; from personal interviews with family members to questionnaires 
and surveys, these are valuable sources of information that give marketers a good 
basement for new products and services development. While investigating things about 
people ethical issues must be taken seriously; as well as reliability and validity aspects of 
a research. 
 
The results of this exploratory research give insights of needs and wants families living 
in Helsinki Metropolitan area have. It provides a better understanding of a studied sub-
ject and gives ideas for future investigations. It is hard to draw general conclusions 
based only on the findings of this research. Therefore, a quantitative method should be 
used in future to get more accurate and a bigger scope of results.  
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Attachments 
Attachment 1. Interview questions in English 
As a final step in my educational process I am required to write a bachelor thesis in 
order to demonstrate the readiness for professional life. This research is aimed to show 
both personal and professional growth that I have gained during the years of studying 
in Haaga-Helia University of Applied Sciences.  
 
My research topic is: “Customer demand for organizing children´s celebration in Hel-
sinki Metropolitan area”. The core subject of my thesis is customer sector, where I 
mainly focus on customer´s needs and wants in concern of organizing children´s cele-
bration. The reasons why I chose that particular topic for my research is mainly based 
on my own ambitions and interest to find out more about events industry for children 
in Helsinki Metropolitan area (Espoo, Helsinki, Vantaa and Kauniainen). Since I am 
interested in gathering information about events industry for children, I have chosen 
you, a family with children, as respondents to participate in this interview. I assure that 
no names or any personal details will be included in the research. 
 
1. What children´s celebrations do you have in your family? 
- How often do you have celebrations? 
- Where do you usually hold celebrations? 
- Who is invited to your kids´ parties? 
- How much time do you spend on preparation? 
 
2. How do you feel about having celebrations for children at your home? 
- What are the advantages of having a party at your home? 
- What are the challenges of having a party at home? 
 
3. Are you aware of any companies where it is possible to hold a celebration or 
who provide services and facilities for organizing children´s celebration? 
Can you name any? 
- Have you ever used services of any of those companies? What was your 
experience? 
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- Has your family ever been a guest on such a celebration? What was your 
experience? 
- What do you think are the advantages of using those kinds of services? 
- What are the disadvantages? 
 
4. Could you describe a perfect celebration for your children/child from par-
ents’ point of view? 
- Where would it happen? 
- What would be the scale of the event? How many guests? 
- What would the program of such a celebration include? 
- How much would you be willing to pay for such a celebration? 
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Attachment 2. Interview questions in Finnish 
Viimeisenä opiskelutehtävänäni on kirjoittaa opinnäytetyö todistaakseni valmiuteni työ-
elämään. Tutkimustyön tavoitteena on välittää sekä ammattimainen että henkilökohtai-
nen kehitys jonka olen hankkinut opiskeluvuosinani Haaga-Helia ammattikorkeakou-
lussa. Tutkimukseni aihe on “Lastenjuhlien kysyntä pääkaupunkiseudulla”. Aiheen ydin 
piilee asiakkaissa, sillä haluan tietää mitä asiakkaat haluavat ja tarvitsevat kun kyse on 
lastenjuhlista. Valitsin tämän aiheen opinnäytetyökseni, koska olen kiinnostunut oppi-
maan lisää lasten tapahtumamahdollisuuksista pääkaupunkiseudulla. Koska tarkoituk-
seni on kerätä tietoa lasten tapahtumista, olen valinnut Teidät, lapsiperheen, vastaajiksi 
tähän haastatteluun. Vakuutan, ettei henkilökohtaisia nimiä tms. tietoja liitetä 
tutkimukseen. 
 
1. Minkälaisia lasten juhlia te pidätte teidän perheessänne? 
- Kuinka usein te pidätte lasten juhlia? 
- Missä yleensä pidätte juhlat? 
- Keitä te kutsutte lasten juhliin? 
- Kuinka paljon aika kulutatte juhlien järjestämiseen? 
 
2. Miltä teistä tuntuu viettää lasten juhlat kotona? 
- Mitä etuja on viettää lasten juhlat kotona? 
- Mitä haasteita on lasten juhlien viettämisessä kotona? 
 
3. Tiedättekö yrityksiä jotka järjestävät lasten juhlia? Voisitteko nimetä ne? 
- Oletteko ikinä käyttäneet näiden firmojen palveluja? Minkälaisia koke-
muksia teillä on niistä? 
- Oletteko ikinä olleet vieraina näiden firmojen järjestämissä juhlissa? Min-
kälaisia kokemuksia teillä on niistä? 
- Mitä etuja on käyttää näiden firmojen palveluja? 
- Mitkä ovat huonoja puolia? 
 
4. Voisitteko kuvitella minkälainen olisi täydellinen lasten juhla teidän mieles-
tänne? 
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- Missä juhla silloin järjestettäisiin? 
- Minkä kokoista juhlaa kuvittelisitte? Montako vierasta? 
- Minkälaisen ohjelman kuvittelisitte juhliin? 
- Paljonko olisitte valmiita maksamaan siitä juhlasta? 
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Attachment 3. Interview questions in Russian 
В заключение  учебы мне необходимо написать Дипломную работу с целью 
подтвердить мою готовность к профессиональной деятельности. Целью данного 
исследования является показать как личный, так и профессиональный рост за 
время учебы в университете Хаага-Хелия.  
 
Тема моего исследования ”Спрос на организацию детских праздников в столич-
ном регионе Финляндии ”(Хельсинки, Вантаа, Эспоо и Кауниайнен.) 
Основным предметом моей дипломной работы является изучение потребитель-
ского сектора, где особое внимание я уделяю потребностям и желаниям клиента 
при организации детских праздников. 
 
Мой интерес к данной теме вызван желанием выявить основные особенности 
проведения детского досуга в центральном регионе Финляндии.  
Я гарантирую, что никакая конфиденциальная информация не будет использо-
вана мной в данном исследовании. 
 
1. Какие детские праздники проводятся в вашей семье?   
- Как часто в вашей семье проводятся детские праздники?  
- Где обычно проводятся детские праздники в вашей семье? 
- Кого вы приглашаете на детские праздники? 
- Сколько времени у вас занимает подготовка к детскому празднику? 
 
2. Как вы относитесь к проведению детских праздников у себя дома? 
- Какие преимущества в проведение детских праздников дома? 
- Какие сложности в проведение детских праздников дома? 
 
3. Знакомы вы с какими-либо компаниями, где можно устраивать детские 
праздники, или которые предоставляют услуги организации детских 
праздников? С какими? 
- Пользовались ли вы услугами какой-либо из этих компаний? Ваше впе-
чатление? 
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- Была ли  ваша семья когда-нибудь на таком мероприятии в качестве гостя? 
Ваше впечатление? 
- Какие, по вашему мнению, существуют плюсы в использовании данных 
услуг? 
- Какие минусы? 
 
4. Опишите идеальный детский праздник с точки зрения родителей. 
- Место проведения 
- Масштаб мероприятия/количество гостей 
- Что бы вы хотели видеть в программе мероприятия? 
- Сколько вы готовы были бы заплатить за такой праздник? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
